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If your product is designed 


specifically for women, common sense 


dictates the use of an advertisement medium 


designed specifically for women. 
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TV prestige film 


for leather 


The first documentary film for 
a basic industry to be televised 
is “Leather—The Sole of Com- 
fort,’ a 15-minute documentary 
to be screened simultaneously on 
Sunday by Associated TeleVision 
Ltd. to London and ABC Tele- 
vision Ltd, to the Midlands. Cost 
of transmitting the film from the 
London station will be £1,000 and 
from the Midlands £600. 

The prestige film tells the story 
of leather from the time it is 
taken from the animal until it 
finally becomes fogtwear or 
leather goods. Commentary is by 
R. G. Bowey, director of the 
Leather Institute, and the film. 
which was originally made for the 
Institute to show at a trade fair, 
was made by Stanley Schofield 
Productions Ltd.; Smee’s Adver- 
tising Ltd. revised and edited it. 

Wallace Sharp, __ television 
executive at Smee’s, states that 
apart from the film itself, other 
leather promotion activities are 
to be cafried out. These will 
include the mailing of head- 
masters of schools who will be 
asked to — to pupils that 
they see the film, as it is educa- 
tional. 


9 

Agents’ brochure 

Adwertising—Spell it with a 
We is the Sam Wellerish title of 
a promotion brochure issued by 
Legget Nicholson & Partners 
Ltd. Describing the agency’s 
approach towards the problems 
of advertising, the brochure 
carries, on every left-hand page, 
reproductions of LNP advertise- 
ments for such clients as English 
Electric, Duckham, Peter Jones, 
Steiner, Gor-Ray, Y-Front, Val- 
Pak, and Berkshire stockings, and 
also includes a list of more than 
30 clients. 

It is printed on art paper be- 
tween semi-stiff red covers. 


To The Editor .. 


Recruiting 
for the 
1914-18 war 


Sir,—lI was much interested in 
Copytaster’s remarks about the 
1914 Army advertising (April 6). 
I am the only surviving member 
of the Committee and the bare 
facts are as follows: 

It was not the first time the 
Government had consulted the 
advertising industry. The War 
Office had appointed the Caxton 
Advertising Agency under Hedley 
Le Bas in the autumn of 1913. I 
happened to be its manager and 
myself wrote whole-page adver- 
tisements for recruits which 
started appearing in the nationals 
in January, 1914. This campaign, 
>is proved very success- 
u 


A few days before war broke 


out, the Assistant Adjutant 
THIS WEEK 

“What is public relations”—page 24 
NEXT WEEK 


Layton Awards—full results 


General came to see me in Mr. 
Le Bas’ absence and instructed 
me to be ready to start advertis- 
ing the instant war was declared. 

That night I prepared a sche- 
dule and wrote the advertisement 
headed “Your King and Country 
Need You.” Mr. Le Bas got both 
approved the next morning. 

The committee was not 
appointed by the Government. It 
was quite unofficial and was got 
together by Mr. Le Bas two or 
three weeks after our advertising 
had started. It consisted of him- 
self, Thomas Russell, C. F. 
Higham, Wareham Smith and 
J. C. Akerman, with myself as 
secretary. 

It was purely an advisory com- 
mittee, the members not being 
expected to provide copy. 

Except in emergency neither 
the Caxton nor the committee 
had any concern with posters, 
this form of advertising being left 
in the hands of the Parliamentary 
Recruiting Committee. 

Therefore no dispute as to the 
merits of press or poster adver- 
tising ever arose. Anyway every 
member would have been entirely 
in favour of the former. 

We certainly never produced a 
press advertisement or a poster 
headed “Proclamation.” The 


Parliamentary Committee may 
have done so but many of their 
slogans were taken from our 
press advertising including “What 
did you do in the Great War, 
Daddy ?” 

Nor were we ever told that any 
copy of ours had been submitted 
to Kitchener. Indeed, the first 
insertions had appeared before 
Kitchener was appointed Secre- 
tary of State for War. 

Sometimes I wonder whether 
the complete collection of the 
press advertisements which the 
Caxton were asked to send to the 
War Museum still exists. 


Eric FIevp. 
Erwoods Ltd. 


Faulty g grammar 


Sir, — Your correspondent, 
Ralph L. Finn (April 6), cam- 
paigning against sloppy English, 
writes : “What is the verb? Is 
it ‘stops’ or ‘keeps’? ” 

“Which is the verb?” (ie., 
which of these two is the verb 7), 
please, Mr. Finn; not what. 

All the same, I heartily 
approve of Mr. Finn's letter. 

MARK HARRISON 


‘Anything goes’ 
must be 
stamped on 


Smr,—It is a long time since I 
read anything which has my 
approval so much as Ralph L. 
Finn's letter about copywriting. 

He cites those responsible for 
the Gleem advertisements as 
among those writing to-day who 
do “not know the worth of 
punctuation” or do “not recog- 
nise its necessity.” 

It is perhaps more charitable 
to conclude that those respon- 
sible do know both its worth 
and its necessity—but that they 
feel the impact goes over better 
without punctuation. That being 
the case, they are guilty of a 
grave mistake ... and the 
onus lies upon them to prove 
that their “sloppy and careless” 
(albeit deliberate) approach is 
correct. 

In my view the trouble lies 
precisely there. 

It is common nowadays to 
imagine that “anything goes”— 
as to speech, writing, dress, 
manners, and general decorum. 
Aware of that impression, adver- 
tising men far too easily fall into 
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the conviction that their gram- 
matical presentation of copy must 
somehow be in harmony. The 
slipshod, the fatuous and the 
downright incorrect thus gain a 
fashionable acceptance ; 
and the sooner the nonsense is 
ended the better. 

Not only has advertising a 
public duty to maintain social 
standards but it has to be recog- 
nised that anything which stands 
out from the general level by that 
very reason scores an impact 
success. 

Wa.iace P. GRIMMER. 
Tunbridge Wells. 


Direct mail ‘ideal 


for Homes appeal’ 


In the last of the British 
Direct Mail Advertising Associa- 
tion’s teatime talk series for the 
season on “Why we use Direct 
Mail,” R. J. C. Hammerton, of 
Dr. Barnardo’s Homes, said 
that direct mail advertising was 
an ideal method to appeal for 
funds owing to the extreme 
flexibility of the medium and its 
personal appeal. 

They sent out approximately 
two million letters annually, the 
main mailings being a few weeks 
before Christmas. He favoured 
the use of a picture and copy, as 
many people had not the time 
to read all that was sometimes 
written, whereas the picture 
caught the eye. 


U.S. newsprint 


shortage 


There will be a newsprint 
shortage in the USA of about 
40,000 tons this year, the House 
of Representatives commerce 
committee reports. | Newsprint 


requirements were estimated at 
6,850,000 tons and the available 
supply at 6,810,000 tons. The 
deficit will have to be made up 
out of existing stocks, now stand- 
ing at 466,000 tons. 


—— 
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LFRED LESLIE ROWSE, D.LITT., F.R.S.L., Fellow of All 

Souls College, Oxford, was born in St. Austell, 
Cornwall. President of the English Association in 
1952, he is also editor of the Teach Yourself History 
Library. Poetry and politics, the England of 
Elizabeth, and his native county in all ages—these 
are among the main interests of this distinguished 
historian and stimulating teacher. 


“My Daily Mail’ ty 4: L. Rowse 


6 /“\F ALL THE POPULAR, more accessible, papers 
the Daily Mail is that which stands out for 
good standards. 


I first noticed this some years ago in relation to 
its foreign news: very important in the world as it 
is today that we should be reliably informed. 


Even more important is the way the news is set 
out : first things come first and are given their proper 
place. I hate the hysterical headlineism of modern 
journalism. 


I like the serious-minded articles on the middle 


page and the book-reviews also exemplifying good 
standards. 


Best—and a rarity this—are the leaders, which 
are both incisive and responsible. People seem to 
find it difficult to be both—especially intellectuals 
and writers: all too many of them have no sense 
of responsibility whatever. 


To have no standards means treating the public 
with disrespect. Your leaders, treating serious issues 
seriously and also very effectively, with plenty of 
spirit, display a fundamental respect for the mind 
of the public.” 
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Parnall Group build up 
washer sales on regional 
press advertising 


SaLes OF Parnall All-Electric Washers in 1955 
showed a considerable increase over 1954. (The 
1954 figure had, in fact, been exceeded by August 
1955.) This sales success has justified Parnall’s 
decision to place the greater part of their newspaper 
advertising in the regional press. 


Why Parnall chose the regional press . 
Selling for volume and profit demands a concen- 
trated effort upon selected markets. Parnall 
actually started selling their washing machines in 
the North-West region and Yorkshire, probably 
the two highest-spending of all the industrial 
regions, offering them an intense concentration 
of multi-income, overtime-earning, high-spending 
families — an ideal market. Obviously here was a 
job for the regional press. 

Following the success gained in these two areas, 
Parnall extended their sales and advertising drives 
to include all the densely-populated manufacturing 
areas throughout the country — still with a North 
of England emphasis — knowing these to be the 
markets with the highest sales potential where 
wastage of sales effort and advertising expenditure 
would be at a minimum. 

The final result was a newspaper advertising 
campaign based mainly on the regional press. 


Reaching the housewife 

Parnall consider that the factor which has probably 
told more than any other in their advertising 
campaigns is the link which the regional press has 
created between the housewife and themselves. 
Reports from dealers indicate good product- 


PARNALL 


MORNINGS 
THE PRESS AND JOURNAL Aberdeen 
EVENING CHRONICLE Newcastle 
EVENING GAZETTE Middlesbrough 
EVENING EXPRESS Aberdeen 


Profiles 
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1 Parnall Group 


) PARNAL ( 


eimest washer! 


This half-page, with supporting 
dealer-advertising, is reproduced from 


the NORTHERN DAILY TELEGRAPH, Blackburn 


identification and Parnall are convinced that this 
result was due in no small part to the fact that the 
regional press has most effectively put across to the 
housewife the full informative story which best 
suits their products. 


Favourable dealer reactions 

Parnall dealers gave full display and sales support 
to the Parnall washer once they saw its advertising 
in their local papers. They were particularly eager 
to take advantage of the opportunity to tie in their 
advertising with Parnall’s. 

A summary of dealers’ reports showed that they 
felt that Parnall advertising was appearing in 
media which best attracted their customers. 


Following up success 

The marketing of Parnall washers is now on a 
national scale and the volume of advertising con- 
tinues to increase. 

For Parnall washers and for Thor washers (also 
marketed by the Parnall Group) the regional press 
is the principal medium. 

The regional press’s power of putting the full story 
to housewives in selected areas, the liberty it 
provides to tailor the copy approach to suit 
different markets, its influence upon dealers and 
the way it enables the advertiser to develop a 
complete marketing scheme, make it the most 
effective and economical way to increase sales of 
Parnall products. 

These factors make the regional press a logical! 
choice for any manufacturer wanting to undertake 
intensive selling. 


WESTERN MAIL Wales 
EVENINGS 
THE STAR Sheffield 


KEMSLEY NEWSPAPERS LTD. 


NEWCASTLE JOURNAL 


G Wel You | 


wasnoart 


A. H. Edney 


(YATE) LTD. 


sales achieved.” 


DIRECTOR, 
ASSOCIATES LTD. 


FOR PARNALL) 


During 1955 advertisements for Parnall Group products appeared 
regularly in these Kemsley regional newspapers 


CAMPAIGN PLANNERS 
FOR PARNALL 


GROUP ADVERTISING 
MANAGER, PARNALI 


*We have found the cost of regional 
press advertising to be fully econ- 
omic in relation to the volume of 


E. Searle Austin 


W. H. GOLLINGS AND 


(ADVERTISING AGENTS 


‘The outstanding advantage of the 
regional press is that distributors 
feel it does a real job for them, 
and they are able to tie in with it, 


SHEFFIELD TELEGRAPH 


» KEMSLEY HOUSE, 


EVENING CHRONICLE Manchester 
SOUTH WALES ECHO Cardiff 
NORTHERN DAILY TELEGRAPH Blackburn 
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Sir Edward Boyle 


PRINT TALKS 


No progress—but 


no stalemate 


No progress was reported after 
nine hours of wage talks at 
the Ministry of Labour last 
Friday between the London 
Master Printers’ Association, the 
Newspaper Society and the four 
craft unions negotiating for in- 
creases. The talks will not be re- 
sumed until next Wednesday. 

Both the employers and the 
unions have been reticent this 
week about the subjects dis- 
cussed. It is believed that the 
unions made proposals which 
necessitated both sides adjourning 
to have domestic meetings. 

On Tuesday, Robert Willis, 
leader of the London Typo- 
graphical Society, said from his 
Puckeridge home that it was too 
early to say whether progress had 
been made, but it would not be 
true to say that stalemate had 
been reached. 

He would not say how much 
the LTS were pressing for. 
“There are four unions involved 
in these discussions and I cannot 
give that information,” he said. 

But rumour says that the 
unions are asking for more than 
the Court of Inquiry recom- 
mended. 

In print circles this week the 
situation was described as “an 
uneasy peace.” 


‘Pie’ in koclend 


The nine-year-old ban in Ire- 
land on the Sunday Pictorial has 
been lifted. It is understood that 
a special Irish edition of the 
Pictorial. will be produced “soon.” 


H. R. Tomalin 


James Crawford 


Cecil H. King, chairman of the 
“Daily Mirror” and “Sunday Pic- 
torial” companies, starts the building 
operations for the Mirror group's 
new head office at Holborn Circus. 
The new building, to occupy a site 
of about 53,000 sq. ft., is designed 
to accommodate five 16-unit press 
lines and will include newsprint 
storage capacity for some 1,150 tons. 
The press room magazine floor level 
will be 444 feet below ground, and 
the building will be about 170 
feet high. 


Sir Edward 
Boyle at AA 


Conference 


T HE Advertising Associa- 
tion has announced the 
names of the three speakers, 
representing the Government, 
industry and the trade unions, 
who will address the opening 
session of the AA Conference. 

The Conference will be held at 
Brighton from May 9 to 12. 

The speakers are: 

Sir Edward Boyle, MP, Econo- 
mic Secretary to the Treasury ; 

H. R. Tomalin, chairman of 
the Jaeger Co.; and 

James Crawford, chairman of 
the Productivity Council and 
general president of the National 
Union of Boot and Shoe Opera- 
tives. 

(See Comment—page 14.) 

Preview of the Conference, by 
Brian MacCabe, the Conference 
chairman—page 16. 


TAM aiaihets contract 


The first commercial television 
audience measurement report 
prepared for advertisers, agents 
and programme contractors will 
be presented by TAM shortly. A 
15-month contract placed with 
TAM by the Steering Committee 
—which represents ISBA, the 
IPA, A-R, ATV and ABC TV— 
will be signed in the next few 
days. But TAM began work on 
April 2. 


NEWS HIGHLIGHTS 
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@ New silk-screen asso- 


ciation planned .. . 
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Horne planning 
international 
London fair 


Plans to launch a full-scale 
London International Fair are 
now being made by Kenneth 
Horne, managing director of the 
British Industries Fair Ltd. 

He hopes that the Fair, 
financed by industry, will replace 
the London activities of the BIF 
Ltd. from which it was 
announced recently the Govern- 
ment had withdrawn its support. 
No reports on Mr. Horne’s pro- 
gress in his attempts to gain 
financial backing are available at 
the moment. 

The Government's decision 
“could well presage the opening 
of a new chapter of the BIF at 
Castle Bromwich” which will 
benefit from its concentration, 
say the organisers of the Birm- 
ingham BIF. They intend to 
carry on “with British industry's 
support.” 


@ Scooter ad row... 


@ Club news... 


le French poster tax 


COMPLETE LOCAL AUTHORITY COVERAGE 
PUBLIC SERVICE 


The Official Journal of NALGO 


(National & Local Government Officers’ Association) 


over 250,000 copies monthly 


Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. GROsvenor 3877 
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IPA’s influence ‘felt in every field’ 


says president 


MEMBERSHIP |‘COLLEGE’ PLAN SURVEY AGAIN 


NOW 1,351 


|BEING STUDIED | 


DELAYED 


In reviewing a successful year for the Institute of Practi- 
tioners in Advertising, president Lt.-Col. Alan M. Wilkinson 
told Wednesday’ s annual meeting that the Institute had come 
a long way in the ten post-war years, and there was no aspect 
of advertising “in which the Institute does not make its 


influence felt.” 


The year would chiefly be re- 
membered, he said, as the year 
which saw the introduction of 
independent TV—and a new 
medium “as comprehensive and 
as complicated as TV is, for- 
tunately, a very rare event.” 

Paying tribute to the work of 
the main IPA TV committee and 
the other negotiating com- 
mittees, he said that while it was 
difficult to imagine what mem- 
bers of the Institute would have 
done without all this first-class 
skill and advice, it was impossible 
to imagine what the contractors 


and, indeed, the ITA would 
have done without it either. 
One factor of independent 


television which had concerned 
the Institute to a great extent was 
the problem of providing reliable 
audience measurement. A joint 
committee with ISBA had signed 
a contract with the BBC for its 
audience research service for an 
initial 12 months, enabling 


BSI ‘codes’ for 
consumer 
goods planned 


The British Standards Institu- 
tion is evolving “codes” for 
certain categories of consumer 
goods, it was revealed at a con- 
ference at Brighton on shopping 
problems arranged by the 
women’s advisory committee of 
the BSI 

One of these, it was stated, is 
a “washing code,” under which 
various types of materials will 
be grouped into different cate- 
gories and labelled accordingly. 

Garments made of rayon or 
nylon might bear some such 
label as “mild wash, cool iron” 
or the warning, “Do not wring.” 
Embossed nylon would be 
labelled “Do not bleach.” 

Mrs. Morgan Phillips, wife of 
the Labour Party secretary and 
chairman of the committee's 
clothing and footwear panel, said 
that a code was being worked 
out for sizes of women’s clothes, 
so that those whose measure- 
ments fell outside the normal 
ranges of sizes now in general 
use could find ready-made gar- 
ments to fit. 

Schoolboys’ socks and men’s 
vests were among the articles 
about which the committee 
promised to inquire. 


members to receive the BBC 
figures at a very economic cost. 

A steering committee to assist 
the formation of a Television 
Audience Research Bureau had 
been set up with ISBA and the 
programme contractors. 

In reviewing membership, Col. 
Wilkinson said that the Institute 
was now “reaping the benefits” 
of the decision to introduce a 
new category of associate mem- 
bership. The Institute now in- 
cluded in its ranks some 350 
“specialist” members, represent- 
ing all branches of the agency 


business. Total membership was 
now 1,351. 
Survey hopes 
Mentioning the decision to 


abandon the 1955 IPA National 
Readership Survey, he said that 
it had been hoped that nothing 
would occur to interfere with the 


arrangements for the 1956 
Survey. 
“Unfortunately, the printing 


dispute has prevented publication 
of upwards of 100 periodicals, 
which has caused some delay in 
starting the field-work on the new 
Survey, but we are hoping now 
that this will soon go right ahead 
without further set-backs.” 

The most important develop- 
ment in the field of education 
was the joint intermediate exam- 
ination with “our friends the 
Advertising Association,” which 
Col. Wilkinson described as “a 
major step forward.” 

Over 400 students from the 
two organisations had entered for 
the first of these examinations to 
be held in May. 

The number of IPA student 
registrations had risen steadily 
throughout the year. At the end 
of 1954 it had been 321; by the 
end of 1955 it had reached 581 
and was now more than 600. 

“The appointment of agency 
education officers is a valuable 


step because they can do so 
much to encourage and co 
ordinate individual training 


schemes and assist the Institute’s 
education officer in this im- 
portant branch of the Institute’s 
work. 

“Over 60 such appointments 
have been made, and it is greatly 
to be hoped that other member- 
agencies will follow suit. The 
decision of certain member- 
agencies that all new members 
of their staff will be expected to 


Col. Wilkinson elected for third term 


For the third year in succession, Lt.-Col. 
Alan M. Wilkinson has been elected president 
of the Institute of Practitioners in Advertising. 
A founder member of the Institute, Col. Wilkin- 
son was elected a Fellow in 1936 and a council 
member 10 years later, after his return from 
active service. 


He has served on the president's committee ; 
as one of the Institute’s examiners ; as chairman 
of the professional purposes committee ; 
Institute representative on the British national 
committee of the International Chamber of 


Commerce. 


Moore (1 


{ Col. Wilkinson 


Only one member of the Institute has been 
president for more than three years—Norman 


and as 


take the Institute examinations 
is an important landmark in our 
progress—and a most valuable. 
one. 

He revealed that a committee 
of senior members of the Insti- 
tute had been formed to examine 
the proposal for a College of Ad- 
vertising. He reported that 
“considerable progress” had 
been made, but the nature of the 
work required long and careful 
study, and it would be some 
while before the final decisions 
were made. 

Col. Wilkinson drew attention 
to the first of a series of advertis- 
ing books sponsored by the Insti- 
tute and published by Business 
Publications Ltd., publishers of 
ADVERTISER'S WEEKLY, The Sel- 
ection of Advertising Media, by 
John Hobson—‘a most compre- 
hensive and valuable work.” 

Other books to be published in 
the series were Advertisement 
Copy by John Cuff. Campaign 
Planning by Olaf Ellefsen, and 
Market Research—or an alterna- 
tive titl—by Tom Cauter. The 
late Thomas Dixon’s generous 
legacy to the Institute had made 
this series possible, he said. 


Tribute to director 


Col. Wilkinson paid a warm 
tribute to the former director of 
the Institute, Drummond Arm- 
strong, who had left to return to 
the agency side “with the good 
wishes, good will and grateful 
thanks of us all.” 

He welcomed the new direc- 
tor, J. P. O'Connor, who had 
shown already that he possessed 
the qualities needed for the post. 

The annual report mentions 
the work of the technical and 
trade papers sub-committee, one 
of the main tasks of which is to 
persuade publishers to release to 
agencies details and breakdown 
of circulation. 

“Some successes in this field 
have been achieved, but the work 
is slow and all-too-little re- 
warding,” says the report. “The 
publication of circulation details 
in the trade and technical field is 
as poor in 1955 as it was in the 
national newspaper field 30 years 
ago.” 


Group’s new 
ad set-up 


The East Midland Allied Press 
Ltd. is establishing its own 
national advertising department 
at 8 Breams Buildings, Fetter 
Lane, London, E.C.4. George 
Jackson will cease to represent 
the group at the end of this 
month. 


John Nuttall has been 
appointed group advertisement 
controller; W. H. Lumby, 


London advertisement manager ; 
F. E. T. Dann and L. Barri Day, 
advertisement representatives ; 
and H. T. Whitmarsh, advertise- 
ment office manager. Mr. Nut- 
tall states that new rate cards will 
be distributed to media depart- 
ments soon; current rates will 
not be amended. 

At the same time it is 
announced that K. Sutton, general 
manager of Angling Times, Ltd., 
at the group's Peterborough Office, 
has accepted the additional 
appointment of advertisement 
manager of the Angling Times 
and Trout and Salmon. The 
London group advertisement 
department will, however, act for 
these publications as for the 
group newspapers. 


(See Mainly Personal, page 54) 


Ads in jubilee 
celebration book 


The Variety Artistes’ Federa- 
tion are celebrating their golden 
jubilee this year, and to com- 
memorate 50 years of show busi- 
ness they are publishing the 
golden jubilee Book of Show 
Business which will include 
articles from Jimmy Edwards, 
Vic Oliver, Richard Afton, Cyril 
B. Mills, and W. MacQueen Pope. 
The book will sell at 2s. 6d. and 
the print order is 100,000. 

Pullman Press Ltd. have been 
appointed advertising repre- 
sentatives. Rates are: full page 


£80, half page £45, quarter page 
£25. The proceeds will go to the 
VAF Old Performers’ Benefit 
Fund. 
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New society 
for silk 


screen printing 


Sponsored by many leading firms 
in the fields of advertising art 
and printing, a new society for 
those interested in silk screen 
printing as a “creative medium 
of graphic expression” is to be 
discussed at a meeting on May 
Il at the Institute of Contem- 
porary Arts, 17 Dover Street, 
W.1, at 8 p.m. 

The organisers say that printers, 
print buyers, artists, designers 
and students in these fields are 
especially invited to attend and 
contribute their suggestions in 
order that practical steps can 
be taken immediately towards 
the formation of such a 
society. 

Society’s aims 

S. Donovan Candler, managing 
director of Artist Partners, 
Ltd., one of the firms sponsor- 
ing the project, said this week: 
“The idea will be to further 
the possibilities of design and 
reproduction in printing by the 
silk screen process, and to 
show what can be achieved by 
the intelligent use of design.” 

Francis Carr, an instructor at the 
London School of Printing, 
said that he hoped that the 
activities of the society would 


silk screen printing. The new 
organisation would in no way 
cut across the work of the Dis- 
play Producers & Screen 
Printers’ Association. 

Among the organisations asso- 
ciated with the scheme so far 
are: Artist Partners, Ltd.; Print 
Processes Ltd.; Renart Studios 
Ltd.; Display Craft Ltd.; and 
the London School of Printing 
& Graphic Arts. 


Swiss clubmen 


visiting U.S.A. 


On Sunday a party of over 70 


members of Swiss advertising 
clubs and their wives will leave 
by Swissair from Ziirich airport 
for a 16-day study tour of the 
United States, organised by the 
Swiss Federation of Advertising 
Clubs. 

Under their tour conductor, 
Walter Weber, president of the 
Ziirich Club and vice-president 
of the Federation, the group will 
go to New York, Washington, 
Chicago, Detroit and other cities, 
visiting US advertising clubs, 
newspaper and magazine offices, 
radio and television centres and 
industrial plants. A busy pro- 
gramme of sight-seeing and enter- 
tainment has also been laid on. 

Mr. Weber, who is advertising 
manager of Swissair, will be 
accompanied on the trip by three 
other Swissair advertising execu- 
tives, Miss Heidi Senn, Bert 
Diener and Gérard Ladame. 
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The idea for this new sign on the Great West Road was worked out by 
S. T. Garland Advertising Service Ltd. (outdoor advertising agents for 


BOAC), in conjunction with Sir Miles Thomas. 
in a field” was the impression sought. 


“A theatrical set placed 
Kenneth Rowell, Old Vic, Sadlers 


Wells and Stratford set designer, prepared and lit a three-dimensional 

scale model, and the site contractors, David Allen & Sons, Ltd., and the 

sign makers, Russell Signs Ltd., co-operated with the designer and the 
agency. The development of further sites is now under way. 


‘Biggest response 
yet’ to ‘Nuclear 
Engineering’ 


To celebrate the first issue of 
their new journal Nuclear Engi- 
neering, Temple Press Ltd. held 
a reception at the Savoy Hotel 
where advertisers, members of the 
press, and representatives of the 
publishing world met to hear 
details of the new venture. 

The first issue of Nuclear Engi- 
neering is on sale this week, and 
is well supported by advertisers. 
The journal is a monthly, and its 
launching has been the result of 
the rapid development of atomic 
energy for peaceful purposes. 

Giving details of the project, 
Roland E. Dangerfield, chairman 
and managing director of Temple 
Press Ltd., said that three years’ 
preparation had gone into the 
journal, which was the most tech- 
nical that the firm had yet under- 
taken. 

“We feel satisfied that the time 
is right for the launching of this 
journal, which is of a type that 
British industry needs.” 

Temple Press had had orders 
from thousands of subscribers for 
the new journal from over 50 dif- 
ferent countries. Mr. Dangerfield 
could not recollect such a good 
response to a new journal as this. 


Projecting signs 
under fire 


The Association of Municipal 
Corporations has promised the 
Plymouth County Council that it 
will raise with the Ministry of 
Housing and Local Government 
the subject of the erection on 
premises in the city of projecting 
signs designed to revolve in the 
wind, 

_The Plymouth Council con- 
siders that these revolving signs 
can be a distraction to motorists, 
besides presenting an untidy 
appearance, 


Crest fallen 


Because the Chatham Observer 
has raised its rates for public 
notices, Chatham and Gillingham 
corporations have decided to 
economise on space by omitting 
their crests from the advertise- 
ments. 


ADVERTISER'S WEEKLY 


MILHADO 
PLANS PR 
CHAIN 


Albert Milhado & Co., Ltd., 
are planning to extend their 
services to British advertisers 
overseas by opening a “large- 
scale” public relations organisa- 
tion in Europe. 

Along with the increase in the 
interest in overseas advertising, 
says Albert Milhado, there also 
seems to be a demand for more 
public relations. He has been in 
contact with Albert Milhado & 
Co., Belgium, to establish a chain 
of public relations posts on the 
continent, whose services it is 
hoped to offer to British adver- 
tisers “who would like to get into 
continental markets.” 

“Already we have obtained the 
co-operation of some of the top 
public relations men in various 
countries, but an official 
announcement about the public 
relations set-up will be made 
within the next few months,” he 


says. 

Mr. Milhado left for the conti- 
nent last week to make further 
arrangements for the new scheme. 


‘6s 2d a 1,000 in September’ say ATV 


With the expected television 
audience next September— 
750,000 homes in London and 
500,000 in the Midlands—the 
average cost per 1,000 viewers of 
a 30-second spot in the evenings 
in both London (week-ends) and 
Midlands (week-days) will be 
6s. 2d., it is stated in This is the 
cost of television advertising, a 
leaflet issued by Associated Tele- 
Vision Ltd. 

It is claimed that this is 
cheaper than the cost per 1,000 
advertisement readers of an 
8 in. by 2 cols. solus insertion in 
most of the national and London 
evening mewspapers, or most 
11 in. by 3 col. run-of-paper 
insertions. 

Typical costs in these cases fall 
within the range of 5s. 11d. to 
11s. 3d., says the leaflet. 

“It is in the high proportion of 
potential customers who are 
turned into actual customers that 


Co-operation between a film com- 

pany and a manufacturer is exempli- 

fied in this Rowntree sign in Oxford 

Street opposite Selfridge’s. Large 

glitter discs are used for the title 
of the film, “Safari.” 


the unique power of television 
advertising is most clearly seen. 

“Television — and television 
alone among all advertising 
media—combines in a _ single 
fireside ‘selling machine’ the 
visual impact of press and 
poster, the movement of a film, 
and the family intimacy of a per- 
sonal visit by a sales representa- 
tive.” 


Associated - Rediffusion Ltd. 
have introduced series and 
volume discounts. At the same 
time they have raised their pre- 
mium on fixed spots from 10 per 
cent to 334 per cent. 

The series discounts, on the 
basis of 52 consecutive weeks, 
are: 15 seconds, 25 per cent; 20 
seconds, 174 per cent ; 30 seconds, 
15 per cent; 60 seconds, 3 per 
cent. ; 

There are three categories of 
volume discounts: (a) when the 
guaranteed turnover for a 52- 
week period is £50,000—discount, 
£1-£25,000, nil ; £25,000-£50,000, 
2 per cent; over £50,000, 3 per 
cent ; (b) turnover, £100,000—dis- 
count, £1-£50,000, nil; £50,000- 
£100,000, 74 per cent; over 
£100,000, 10 per cent; (c) turn- 
over £150,000 — discount, £1- 
£75,000, nil; £75,000-£150,000, 
20 per cent; over £150,000, 30 


per cent. 

John H. Clark, television adver- 
tisement manager, says that 
advertisers availing themselves of 
these discounts will continue to 
enjoy the current bonus scheme, 
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Manufacturers deny anti-scooter bias: New 
paper may be allowed |, 


ASSOCIATION ‘ASKED TO SUPPORT | 
NON-EXISTENT JOURNALS’ | 


“Scooter World,” in which a Lambretta advertisement was | 
cancelled through the instrumentality of the British Cycle and 
Motor Cycle Industries Association, has now been asked by 
the secretary of the Association for details of its present paid 
circulation and methods of distribution. 


H. M. Palin, the Association’s 
secretary, denies that there is any 
“anti-scooter bias” among _ its 
members, and says that its adver- 
tising advisory committee at its 
next meeting, at a date not yet 
fixed, may approve the journal as 
a medium for support by its 
members. 

This is the latest development 
ina difference that came to light 
when “Scooter World” published, 
in its April issue, an announce- 
ment that Lambretta Concession- 
aires had cancelled an advertise- 
ment which they had booked for 
that issue, and indefinitely sus- 
pended further advertising, fol- 
lowing notification by the Asso- 
ciation that the journal was not 
on its approved list. 

Jon Stevens, the journal's 
editor, told ADVERTISER’S 
WEEKLY that the Association had 
not approved any new scooter 


NFU criticised 


The publicity department of the 
National Farmers’ Union, whose 
expenditure is not shown in the 
published accounts, is being 
strongly criticised by Union 
branches, whose resolutions claim 
that it has failed to put over the 
farmers’ case to the public. 


Point-of-sail 


This sand yacht at Lytham St. Annes 
bears an advertisement for Ovaltine. 
It can be seen at any time on the 
St. Annes foreshore. Sand yachting 
is becoming a popular sport in this 
part of the country, and an inter- 
national “Flying Mile’ contest 
recently attracted many spectators. 


journal since Power and Pedal 
appeared in 1952. He alleged 
that the Association was domi- 
nated by motor-cycle makers who, 
from the beginning, had despised 
scooters, refused to make them, 
and lost the British market as a 
result. 

“Ridiculous,” is Mr. Palin’s 
comment on this _ allegation. 
BSA, the Association’s biggest 
members, were already produc- 
ing two types of scooters in con- 
siderable quantities. He added 
that the Association had been 
approached for support for 
Scooter World before it actually 
existed. Five other journals 
had made similar approaches 
during the past few months. 


Periodicals ‘adequate’ 


The general attitude of the 
Association was that the indus- 
try was already adequately served 
by the motor-cycle periodicals 
and simply could not afford to 
gO On supporting new ones in- 
definitely, and it was a “bit 
much” to expect it to give blank 
cheque to journals that had not 
yet started and of whose editor 
and staff they did not know the 
qualifications. 

“When we were first ap- 
proached by Scooter World,” he 
said, “the paper didn’t exist, but 
they were asking the industry to 
support it. We said that if they 
cared to go ahead we would have 
a look at it again and review the 
position, as we always do. They 
have had the courage to go ahead 
and good luck to them! 

“The reason for my last letter 
was to get the Jatest circulation 
and distribution facts and figures 
for submission to my advertising 
advisory committee.” 


e e 

Ads aid firm’s 

That advertising can help 
manufacturers to peg the prices 
of their products has been proved 
by N. C. Brown Ltd., steel equip- 
ment manufacturers, of Heywood, 
Lancs. 

Brown's were faced with an in- 
crease in the price of their stan- 
dard bay of steel shelving from 
£3 15s. to £4 10s. The firm had 
in stock, however, 100 bays built 
before costs went up, and it was 
decided to offer these at the old 
price of £3 15s. 

Space was booked in the 
Manchester Evening News. The 
response was “immediate and 


Two new wall signs have been 
installed for Electric and Musical 
Industries Ltd., Hayes, at London 
Airport. The sign above in the 
domestic concourse of the passenger 
building measures 10 ft. by 6 ft. 4 in. 
It is produced in colour. The other 
sign is in the main concourse and 
lists the chief record labels of the 
group, and, in a three-dimensional 
representation, gives a selected long- 
playing record from current EMI 
issues, The panel carrying the 
record cover representation can be 
changed to keep the sign topical. 
A glass showcase has also been 
installed in the airside waiting room 
of the customs section featuring a 
selection” of record covers. 


Agency takes 
TV spot 


At 10.30 p.m., on Thursday 
evening last week, a five-second 
slide appeared on London TV 
screens, with the message : 
“Sales managers wanting shrewd 
advertising, ring Chancery 4011 
to-night. Digby Wills Ltd.” 

Despite the lateness of the 
hour, the agency telephone was 
staffed to receive inquiries. The 
idea of the commercial—the first 
to advertise an advertising 
agency—was “to make new 
contacts.” 

The agency declined to com- 
ment on the response received, 
but further bookings are 
expected. 


. 7 
price pegging 
startling.” The 100 bays were 
sold in the first 24 hours, 


“Inquiries and orders kept 
coming in, so that we were forced 
to manufacture more shelving,” 
says Jack Conroy, the firm’s ad- 
vertising manager. “But the tre- 
mendous demand has enabled us 
to reduce production costs to 
such an extent that we are now 
abie to peg down the price at its 
original level. 

“It seems important to us that 
the power of advertising can 
maintain the price of an article 
which seemed certain to suffer the 
current fate of nearly every other 
commodity.” 


IAMA ‘keepingu up 
its standards’ 


. 
says president 
Clive Barwell, 

the Incorporated Advertising 
Managers’ Association, visited 
the Manchester branch for a 
meeting and spoke to members 
on the progress and development 
of the Association. 

He said that the Association 
was progressing “very favourably 
indeed.” The total number of 
members was steadily increasing, 
and while every effort was being 
made to improve the number, 
great care was being taken to en- 
sure that the high standard of 
qualification was maintained. 

He described the function of 
the national council and the 
various committees, and said 
that a great deal of study was 
being given to the status of 
advertising managers. 

Every effort was being made 
to educate people to understand 
more of the advertising manager's 
job and problems. A panel of 
writers and speakers had been 
formed to give talks and provide 
articles on advertising from the 
manager's point of view. 

Mr. Barwell also quoted a 
speaker at the ISBA Conference 
of Advertisers last October, who 
had said that the advertising 
manager in a company of any 
magnitude should be on _ the 
board of directors, where he 
would have full information on 
company policy. 

L. V. Warlow, chairman of the 
branch, presided. 


Birmingham win 
co-op trophy 


For the second year in succes- 
sion Birmingham Co-op. have 
won the challenge trophy 
awarded to the Society sub- 
mitting the best group of entries 
in the Co-operative Union's 
annual advertising competition. 
In the newspaper advertising and 
balance sheets sections, Royal 
Arsenal Society—winners of the 
trophy in 1952 and 1953—re- 
ceived major awards, but lost the 
trophy to Birmingham after a 
close review of all entries. 

In the poster section, Portsea 
Island Society (Portsmouth) re- 
ceive the diploma, and Man- 
chester and Salford receive 
the diploma for the best show- 
card of the Masseeley type. 

Entries were received from 69 
societies. 


president of 


IAMA dinner 


Bernard Braden and Barbara 
Kelly will be the guests of honour 
at the annual dinner-dance of the 
Incorporated Advertising Man- 
agers’ Association at the Park 
Lane Hotel on Thursday, April 
26. 
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Brian D. O’Kennedy, chairman of O’Kennedy-Brindley Lid., of Dublin, 
presents a profit-sharing bonus to the youngest member of the staff, Miss 
Ann McManus, fashion artist, at the annual staff dinner, at the Gresham 


Hotel. 


Mrs. Brian D. O’Kennedy is on left and Desmond O' Kennedy 


on extreme right. 


Irish agency’s ‘most successful year’ 


What the chairman of 
O’Kennedy-Brindley Ltd, of 
Dublin and Cork, referred to as 
“by far the most successful year 
in the history of the firm,” 
finished at the Gresham Hotel, 
Dublin, on Wednesday’ of 
last week, when more than 50 
members of the staff and direc- 
tors attended the annual staff 
dinner. During the evening. 
bonuses to every member of the 
staff were distributed. 

The chairman, Brian D. 
O’Kennedy, said that the year 
was the first complete one in their 
new premises at Lower Gardiner 
Street. Many visitors from 
England said that these premises 


were far ahead of all but a few 
of the best agency premises in 
London. 

Architectural journals had 
asked for permission to publish 
photographs of the exterior, 
showing the adaptation of the 
old Georgian design to modern 
settings. 

During the year they had also 
successfully launched their new 
Cork company, which even in 
the first six months of its 
existence, had turned over a 
small profit, and he welcomed 
one of the Cork directors, Brian 
Cronin. 

R. M. O’Hanrahan replied for 
the staff. 


How direct mail sold plasterboard 


How the value of gypsum 
plasterboard as a fire-resistant 
building material had been 
brought home to the building 
industry, architects, and fire 
brigade authorities through 
direct mail was described by two 
speakers at a lunch meeting of 
the British Direct Mail Adver- 
tising Association. 

The speakers were G. A. 
Bendall, secretary of the pub- 
licity committee of the Gypsum 
Building Products Association, 
and G. M. Lloyd Williams, 
director of the Direct Mail 
Centre Ltd. The direct mail 
campaign had been undertaken 
by the DMC in close co-oper- 
ation with the GBPA’s advertis- 
mg agency, E. Walter George 
Ltd. 


TV film production 


Associated - Rediffusion Ltd. 
have produced a set of technical 
considerations in the production 
of films for television, prepared 
by the head of engineering of 
Associated-Rediffusion, in the 
light of experience gained from 
commercials and other films 
transmitted by them in the last six 
months. 


Show on the move 


The Vogue Studio Photo- 
graphic Exhibition has now 
moved to Kodak House, Kings- 
way, W.C.2, where it will be 
open until April 30. 


Working on a mailing list of 
some 50,000 and comprising 
builders merchants, quantity sur- 
veyors, architects, factory execu- 
tives, hospitals, fire brigades, 
local government authorities, 
etc., there had been an overall 
response for more information 
from some 20 per cent. As a 
result general sales have risen. 


More wool ads 
‘urgently 
needed’ 


At the annual meeting and 
dinner of Huddersfield Textile 
Society, James H. Shaw, past- 
president of the British Wool 
Federation and of the Bradford 
Textile Society, spoke of the need 
for more publicity for wool as 
opposed to man-made fibres. 

He stressed the “vital necessity , 
and urgency” of providing such 
publicity and promotion for wool 
as a textile fibre, for the time 
had gone when the wool textile 
trade could complacently rely 
on the undoubted characteristics 
of wool to speak for themselves. 

Faced with the intensive pub- 
licity of those interested in sell- 
ing man-made fibres, those who 
believed in wool would have to 
do something about it. 


Levy scheme 

A solution to the problem of 
raising the necessary funds, 
Mr Shaw suggested, might be 
a levy such as the industry had 
for research and export pro- 
motion. Those who lived by wool 
could no longer afford to leave 
wool publicity to the wool 
growers. 

The International Wool Secre- 
tariat was doing a good job and 
their slogan, “There is no sub- 
stitute for wool” ringed the 
world, but the wool industry 
could not expect the Secretariat 
to carry on alone. 


Solus system ? 


Earth 
wireless messages could be used 
as an advertising medium, Prof. 


satellites transmitting 


Singer, of the University of 
Maryland's physics department, 
told the Society of Automotive 
Engineers in Detroit. 


First prize winner in Class “A” of this year's Sewing Week Window 
Display Competition was lan J. Armstrong, of Plummer Roddis Lid., 


Weymouth. 


Mr. Armstrong won a cheque for £50, a challenge rose 


bowl and an engraved pen and pencil set. 
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Col. George Warden, chairman and 
joint managing director of Arm- 
strong-Warden Lid., presents a 
cheque to George Cole, an account 
executive who had been with the 
company for 12 years, on his depar- 
ture to take up forestry work in 
New Zealand. Mr. Cole holds 
books on art, a gift from the 
Armstrong-Warden Social Club, of 
which he was once chairman. 


IPR SPEAKERS’ 
SUBJECTS 


Subjects for speakers at the 
Institute of Public Relations’ 
seventh annual week-end con- 
ference at Margate, from Friday, 
April 27, until Sunday, April 29, 
are: 

First morning session on Satur- 
day: William Deedes, MP, 
Joint Parliamentary Under-Secre- 
tary of State, Home Office, will 
speak on “Government and 
Public Relations” ; 

Second session: Sir Paul Sinker, 
director general of the British 
Council, will speak on “Some 
Aspects of British Public Rela- 
tions Overseas” ; 

Third session, on Sunday morn- 
ing: Miss Pat Hornsby-Smith, 
MP, Parliamentary Secretary 
Ministry of Health, will speak on 
“Good Health and _ Public 
Relations” ; 

Fourth session: Sir John Elliot, 
chairman of London Transport 
Executive, will speak on “Do We 
Care What the Public think?” 

More than 200 members and 
delegates are expected at the con- 
ference, which is likely to be the 
largest yet, say the IPR. 


‘Explain the facts 


to the workers’ 


A “Tell The Workers” cam- 
paign, in which the country’s 
industrialists and the Govern- 
ment should join forces to 
explain the vital facts of the 
present-day economic situation, 
was advocated in Sheffield, when 
Lt.-Col. Maurice W. Batchelor, 
chairman of Batchelors Peas, 
Ltd., addressed his executives. 

He said: “I suggest that every 
factory should have, for 
instance, an exhibition showing 
how each man’s work can help 
the country—and showing how 
necessary his contribution is. 
After all, if output improves, 
prosperity for everyone is 
assured.” 
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Promotion for 


R. A. F. Williams 


Reginald A. F. Williams has been 
appointed assistant managing direc- 
tor of Condé Nast Publications Ltd. 
He joined the company in 1935 as 
an advertisement representative and 
has been with it ever since, except 
for war service from 1939-45. He 
was appointed assistant advertise- 
ment manager in 1939, advertise- 
ment director in 1946 and a director 
of the company in 1947. 

Managing director of Condé Nast 
Publications is H. W. Yoxall, who 
7a occupied that position since 
1937. 


. * * 


Odhams Press Ltd. announce that 
Charles Irving, advertisement mana- 
ger of Mother, has now also taken 
over the advertisement management 
of Mickey Mouse Weekly. 

* *x * 


The J. Walter Thompson Co., 
Ltd., have introduced a new title of 
associate director. Four members 
of the creative side of the company 
are the first associate directors to be 
appointed. They are: 

Miss Chris Macmaster, copy 
group head, who joined the com- 
pany in 1931, left for the London 
Press Exchange in 1934, and 
rejoined JWT in 1942. 

Miss Joyce Sanderson, who joined 
JWT in April 1928. She had several 
months in New York in 1931, and 
has been a senior art director on 
JWT ever since. 

Norman Bassett, who was appren- 
ticed to Osborne-Peacock, Man- 
chester, in 1924, later worked in 
three agencies in Sydney, then 
became a copywriter with Greenlys 
for five years. He joined JWT in 
1932, became a group head on 
return from the war in 1945, and is 
now administrative head of the copy 
department. 

Percy Chuter, who came to the 
JWT art department from the Cen- 
tral School in 1933. He has been 
with JWT ever since, except for 
war service. He has been an art 
director since before the war. 

From time to time other appoint- 
ments will be made as occasion 
arises. 

* * x 


C. E. Achard, who has been with 
Ronuk Ltd. since his demobilisation 
in 1920 and has held the position 
of advertising manager during most 
of that time, will retire later in 
this month. 

* * * 


President in the golden jubilee 
year of the Press Advertisement 
Manager's Association is Arthur 
Clay (Kent Messenger). He was 


elected at the 50th annual general 
meeting. Ernest Hayes (Northern 
Whig), the new vice-president, was 
presented with a case of pipes in 
appreciation of the services he ren- 
dered as honorary secretary. Other 
officers for 1956-57 are honorary 
treasurer, H. H. Gibbons (Worcester 
Journal), honorary secretary, W. A. 
Goodale (East Anglian Daily Times). 
L. Cade, L. Prichard, C. L. Russell, 
W. Lattimore, G. Studd and E. Wills 
are members of the council of 
management. 
* * * 

Peter G. Jones has joined John 
Hobson & Partners Ltd. as an 
account executive from Intam Ltd. 
Previously he was advertising man- 
ager of Dictograph Telephones Ltd. 

* oo * 

Mrs. Pan Collins, only woman to 
secure honours in the public rela- 
tions course at the Dublin High 
School of Commerce, has _ been 
appointed PRO to Four Provinces 
Films, the John Ford-directed com- 
pany now filming in Ireland. 

* * + 


Steven Binnie has been appointed 
to take charge of the newly created 
export department of the General 
Advertising Co. of London Ltd. 
He has recently returned from India, 
where he served with ICI (India) 
for a number of years as an execu- 
tive and subsequently on the board. 
Since 1948 he has been the director 
in charge of the selling and adver- 
tising of the company’s pharma- 
ceutical products. 


Gee press officer 


Mollie Luke has been appointed 
press relations officer to Gee Adver- 
tising Ltd. She has been for a 
number of years with Colgate- 
Palmolive and for the past three 
years with F. John Roe as press 
relations officer and account execu- 
tive. 

* * * 


Miss Dorothy Low, from the 
advertising department of Cad- 
bury’s, has taken charge of media 
at Rex Publicity in the place of 
Miss Ruth Colquhoun, who has 
joined the media department of 
W. S. Crawford Ltd. Ronald Bur- 
chell now takes charge of print and 
display buying at Rex Publicity, 
after having handled sp@tialised 
colour reproduction and general 
production. 

* * 7 


Cyril J. Ayton has been appointed 
editor to Scooter & Threewheeler, 
the 9d. monthly publication to be 
launched in May. 

* os *x 


Miss Kathleen Darby, head of 
Lyons design department, is on a 
three-weeks’ visé to America and 
Canada. 


R. A. F. Williams 


Changes in BTC 
ad department 


J. H. Brebner, public rclations 
adviser to the British Transport 
Commission, has announced the 
appointment of George Dodson- 
Wells as chief commercial advertis- 
ing officer and of J. L. Perren as 
commercial advertising officer. 
Mr. Dodson-Wells was formerly 
chief public relations officer of the 
London Transport Executive, and 
was appointed commercial advertis- 
ing officer in January 1953. He is 
at present seconded to the Nigerian 
Railways to advise on transport 
advertising in that country 

Mr. Perren was originally asso- 
ciated with newspaper advertising, 
and joined London Transport in 
19. He was appointed assistant 
commercial advertising officer in 
1950 and deputy commercial adver- 
tising officer in 1953. 


* * * 


Following the retirement of R. C. 
Boyd, printing manager of the 
Bournemouth Times Lid. and Hardy 
Press Ltd.. R. E. L. Pullman, for- 
merly assistant to Mr. Boyd, has 
been appointed contracts manager. 
E. Corfield, former head of the 
machine department, has _ been 
appointed production manager. 


* * * 


The first annual mecting of the 
Irish Guild of St. Francis de Sales, 
open to Catholics engaged in 
journalism, writing, publishing and 
advertising, re-elected the following 
officers and council: chairman, 
Daniel C. O’Connell (Evening Press: 
vice-chairman, James 
Sweeney (Jrish Press); esaai 
Patrick Nolan (/rish Times); secre- 
tary, Peader Ward (Standard): 
Gabriel Diskin (/rish Press); Doran 
O'Reilly (Evening Mail): Kevin 
McManus (Irish Independent): 
Gabriel Fallon (Evening Press): 
Harry Lawlor (/rish Independent): 
Edward Power (Evening Press): 
Des. Cryan (Evening Press) and 
John McCann. Membership is now 
over 60. 


* * * 


New PRO for the City of Bristol 
is James Lavery Crook, who will 
be leaving Blackburn, where he is 
publicity director and PRO, to take 
up the post when H. V. Hindle 
retires at the end of June. 


Miss J. Sanderson 


Aprit 13, 


1956 


N. Bassett 


John Hone, who joined Every- 
body's in 1948 and has been editor 
since 1953, has resigned. The new 
editor is Norman Edwards, who has 
edited a number of Amalgamated 
Press publications, including TV 
Mirror since it was first published 
in 1953. E. J. Wass, managing direc- 
tor of TV Mirror, becomes managing 
editor of Everybody's. F. ‘ 

lone is succeeding Mr. Edwards 
as editor of TV Mirror. 
* * * 


Philip M. Codd has been ap- 
pointed assistant executive officer of 
the National Milk Publicity Coun- 
cil, where he will be responsible 
for the co-ordination of public 
relations activities, and liaison with 
the Council's advertising agencies, 
Mather & Crowther Ltd., Spear- 
head Publications Ltd., W. S. Craw- 
ford, Ltd., and Colman, Prentis & 
Varley Ltd. He was previously an 
account executive in the public 
relations department of the London 
Press Exchange Ltd.; before that 
he was with Campbell-Johnson Ltd. 


* * * 


Cecil R. Collins has resigned his 
directorship of Rome Studio Lid. 
to take up an executive appointment 
with Hawke Studios Ltd. and their 
associated company, Advertising 
Artists Guild Ltd. 

7 - +. 


Peter B. Gibson has been a 
pointed PRO at Timsons Ltd. e 
was formerly on the advertising and 
book production desk at W. H. 
Allen's after being in turn com- 
positor, printer and journalist. 
Timsons, who this year celebrate 
their diamond jubilee, manufacture 
letterpress, offset and gravure rotary 
machines. 

* a * 


W. H. Gollings, of W. H. 
Gollings and Associates Ltd., is at 
present on a visit to America and 
Canada to develop the agency's con- 
tacts over there. He is also making 
a survey of merchandising con- 
ditions and ideas. 

* * * 


F. R. Ward, advertising manage: 
of Lyle & Scott Ltd., Hawick knit- 
wear manufacturers, sails for New 
York next Thursday to spend three 
weeks in the United States, where 
he will study American sales pro- 
motion, advertising and publicity 
methods. Lyle & Scott have this 
year planned a greatly increased 
advertising campaign in North 
America. 


A.B.C. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE TIMES GROUP 
67,42 


Copies 
Weekly 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
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POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 


BRITISH POSTER ADVERTISING ASSOCIATION * LONDON POSTER ADVERTISING ASSOCIATION LTO 
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London beat Bristol to qualify 
for national final 


Club News 


East Anglia 
RCN deputy chairman 


at annual dinner 


The third annual dinner and 
dance of the East Anglian Publicity 
Club, held in association with the 
Ipswich Theatre, was held at the 
Great White Horse Hotel last 
Friday. 

Principal speaker was John B. 
Nicholas, deputy chairman of 
Rumble, Crowther & Nicholas Ltd., 
and cartoonist Carl Giles and Mrs. 
Giles were among the guests. Many 
local and national advertisers con- 
tributed towards the evening, and 
the Ipswich Theatre presented a mid- 
night cabaret. 


London 
Semi-finalists for 
Leon Goodman Cup 


When the agen J Club of 
London’s public speaking section 
held its semi-finals for the Leon 
Goodman Cup, the winners were 
Sally Ayers, Victor Biddulph and 
David Evans, who go forward to 
the annual public speaking section 
dinner, to be held at the Connaught 
Rooms to-day (Friday). Guest of 
honour and fie aise — wd tele- 
vision personalit 

Mackenzie. 


Golf 


The Southern Area contest of the 
National Advertising Public Speak- 
ing Competition between London 
and Bristol last Saturday at Caxton 
Hall, Westminster, was won by the 
London team. They will now appear 
at the final contest to be held at 
the Grand Hotel, Birmingham, on 
Saturday, April 21. 

competing teams were: 
Bristol: F. Avery, K. Wood and 
G. Morley-Davies; London: A. 
Gardner, V. Biddulph and J. Sut- 
cliffe, who was also judged the best 
individual and best impromptu 
speaker. 

Judges were R. G. Magnus- 
Hannaford, principal of the Colle e 
for the Distributive Trades, H. 6. 
Faichney, manager of the Adver- 
tising Appointments Bureau, and 
G. Tucker, Colman, Prentis & Var- 
ley Ltd. 

The organisation of the contest 
was handled by Miss Avril Bird, 
southern area organiser. 


Manchester 


Producing commercials 

Donald Smith, executive producer 
of Presbury Film Productions, gave 
a talk, “Production of TV Commer- 
cials from Story-board to Trans- 
mission,” to members of the Man- 
chester Publicity Association on 
Wednesday. 

A 10-minute showing of TV 
commercials produced by Donald 
Smith for Presbury clients was 
screened during his talk, which also 
dealt with the relationship of adver- 
tising agents and commercial TV 
producers. There was an audience 
of 150 at the meeting, which took 
place at the Café Royal. 


NAGS season off to a good start 


Golf and y company united 
at Sandwich last week-end to give 
a grand start to the 1956 season of 
the Newspaper and Advertisers’ 
Golfing Society. There was a 
record attendance at this annual pil- 
grimage to the Royal St. Georges 
course and the Guilford Hotel. 
Three new es Coulson, 
P. J. Fawdry, W. G. Lockey—came 
happily through their opening meet- 
ing, the last-named with outstanding 
success in the competitions. 

Tact was much in evidence. E. 
Glanvill Benn took such good care 
not to win his own captain's prize 
that he returned the highest score, 
and vice-captain G. Dunbar, mind- 
ful no doubt that he is also hon. 
treasurer, refrained from winning 
any sweep money. 

The hon. solicitor, G. B. Hutch- 
ings, was not called on to exercise 
his professional competency in 
solving any legal tangles. C. M. 
Watt had the pleasure of seeing the 
prize he had presented won by his 
guest, J. P. Harris. 

Once again, members voted 


thanks to secretary Philip Hudgell 
for his anoath organisation. 
Results : 


Saturday a.m. (medal): W. S. 
Robinson; runner-up, R. J. Hunt; 
best first nine, R. H. Garey; best 
second nine, J. C. W. Daniels; best 
scratch, W. G. Lockey. Guests 
only: A. J. C. Scott; runner-up, 
J. P. Harris; best scratch, Scott. 

Saturday p.m. (foursomes stable- 
ford): Lockey and Robinson; 
runners-up, D. N. Ascoli and G. 
Ward Gough; best first nine, Garey 
and D. E. Hardy; best second nine, 
W. G. Seabrook and W. G. D. 
Softly. 

Sunday a.m. (foursomes bogey): 
Harris and Watt; runners-up, 
Lockey and Robinson ; best first 


nine, G. Brewer and r Pascall ; 
best second nine, L. * Matis and 
G. P. Simon. 


Footnote.—The social success of 
the week-end has led to a su estion 
that “Softly awakes my art” 
might be adopted as the NAGS 
signature tune. 
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This happy group of women pose for the photographer at the Publicity 
Club of Leeds spring dance in aid of NABS. (“Yorkshire Evening News’ 
picture.) 


Leeds 


400 attend 
NABS night 


More than 400 people supported 
a “NABS Night” held by the 
Publicity Club of Leeds at the 
Capitol Ballroom, Leeds, last Friday 
in aid of the National Advertising 
Benevolent Fund. 

The activities included dancing, 
whist, sideshows, and competitions. 
Advertising was the theme of the 
event, and prizes were awarded for 
fancy-dress with an advertising slant. 


Among those present were C. 
Roderick os, president, and 
Mrs. Gallant; Wallace Diggle, chair- 


man, and Mrs. Dig Frank 
Bloomer and Mrs. Bloomer ; Stanley 
Gray and Mrs. Gray: Robert Wil- 
liamson and Mrs, Williamson; and 
S. J. Minson, secretary, and Mrs. 
Minson. 


Leicester 
Lady Barnett’s 
discovery 


_The “ageless” Archers and the 
discovery of Lady Barnett were dis- 
cussed by Dennis Morris, head of 
programmes for BBC Midland 
Region, when he addressed the 
Publicity Club of Leicester. Mr. 
Morris recalled that it _ in the 
same room at a lunchex when 
Lady Barnett was Lady Mageenes 
of Leicester, that he first heard her 
speak. 

“She spoke so wittily, and 
obviously enjoyed speaking, that I 
signed her up. 

Money was not a BBC problem, 
he said. Stories had appeared in 
the newspapers about a shortage of 
money, but the newspapers were not 
to blame; they had simply reported 
other people’s statements. The 
Corporation had not lost peaple 
through a shortage of money and 
not being able to pay what they 
were worth. 


9 
Ad Man’s 
= 
Diary 
Monday, April 16. 
Pus.icity C.us or LONDON meeting. 
J. A. Clarke and D. S. Shuttleworth 
on “Controlled Circulation Media 
and Their Function.” Waldorf 
Hotel. 6 p.m. 
Tuesday, April 17. 
Pusuicity CLusp OF SUNDERLAND 
annual general meeting. 
Thursday, April 19. 
Pusticity C.us or Leeps luncheon 
meeting. Hal Saward on ‘‘Sales 
Managers—I Love ‘em.” 
Friday, April 20. 
INCORPORATED SALES Manacers’ As- 
SOCIATION, Potteries branch, dinner 
meeting. J. S. Skinner on ‘“‘Pro- 
moting and Assessing Sales Effi- 
ciency.”” Grand Hotel, Henley, 
Stoke-on-Trent. 
Berks & Bucks PUBLICITY Associa- 
rion dinner dance. Hotel de Paris, 
Bray. 


Marketing firm 
for lamp group 


A new company, the AEI 
Lamp and Lighting Co. Ltd., has 
come into operation to market 
the lamp and lighting products 
of the British Thomson-Houston 
Co., Ltd. the Edison Swan 
Electric Co., Ltd., and the Metro- 
politan-Vickers Electrical Co., 
Ltd. The brand names Mazda, 
Ediswan and Metrovick associated 
with products of the three com- 
panies are being retained. 

The new company has been 
organised in three divisions, 
responsible for lamp sales, light- 
ing sales and publicity. 

O. W. J. Farmer, currently 
manager of the BTH (Mazda) 
advertising department, has been 
appointed to the post of manager 
of the publicity division. He 
was appointed advertising mana- 
ger in 1952. 


sxe ONE OF BRITAIN’S BEST MARKETS 


weed ty SURREY ADVERTISER 


LONDON: 143 Fleet Street, E.C.4 Tel: FLEet street 6672 Head office: GUILDFORD Tel: 5252 
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DAILY MIRROR 


EMBARRASSES AN 
ADVERTISER 
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It’s true! 

Pye Limited placed a full page advertise- 
ment in the Daily Mirror on Wednesday, 
December 7th 1955, offering Pye TV 
money boxes at 2/6 each. 50,000 money 
boxes were assembled ready to support 
the advertisement. 

In fact 120,000 people sent in 
their half-crowns. 

Embarrassing ? Well, Pye made up the 
balance—but you must never underestimate 
the pulling power of the 

DAILY MIRROR 


DAILY MIRROR 


the daily with the greatest sale on earth 
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NEWS FROM FRANCE 


National tax 


on posters: 


scheme is dropped 


By Mostyn Mowbray 


The proposed plan to impose a national tax on poster advertising 
in France (this column, March 9) has, according to latest reports, been 
abandoned. The project naturally aroused vigorous opposition from 
advertising circles as soon as it was announced. 


The Féderation Frangaise de la 
Publicité forcefully pointed out, 
in a note to M. Guy Mollet and 
other leading figures in ‘the 
French Cabinet, that it was com- 
pletely erroneous to class adver- 
tising as a ‘“non-productive” 
activity and to tax it in accord- 
ance with the recent recom- 
mendation of the Commission 
des Finances relating to the taxa- 
tion of all undertakings which do 
not make a direct contribution to 
the productive potential of the 
country. 

On the contrary, pointed out 
the FFP, those who urged the 
taxing of posters on the basis of 
this justification showed a com- 
plete lack of comprehension of 
the role of advertising in the 
nation’s economy ; for advertis- 
ing is, in fact, a vital factor in 
creating new markets, expanding 
business and hence increasing in- 
dustrial productivity. 

Other organisations, too, nota- 
bly the Union des Syndicats de 
l’Affichage, supported the FFP’s 
protest, and the government is to 
seek other methods of swelling 
the national exchequer. 


* * * 


A major reshuffle of space- 
buyers in some of the leading 
Paris agencies takes place this 
month, Jean Godon, space-buyer 
at Dorland-Crawford, is to replace 
Jean Binet at the Agence Sodico ; 
M. Binet becomes chief space- 
buyer at the Paris branch of J. 
Walter Thompson, replacing A. 
Niel, who goes to take over Elie 
Lenoir’s job at Publi-Service. 
M. Lenoir, in turn, becomes busi- 
mess manager of the review 
“Constellation,” filling the posi- 
tion left by the retirement of his 
predecessor. 


* * * 


Tuesday is the date set for 
publication of the first issue of a 
new evening daily, to be known 
as Le Temps de Paris. It will 
be a tabloid size, 32-page news- 
paper; initially, 400,000 copies 
will be printed. Advertising 
rates range from 700 to 1,000 
francs a line, according to posi- 
tion. 

Le Temps de Paris, \aunched 
with a capital of 400 million 


francs, is headed by Philippe 
Boegner, pre-war editor of Marie- 
Claire and formerly a director 
of Paris-Soir and the weekly 
Paris-Match. 

Principal shareholders in the 
new undertaking include Jacques 
and Jean Dupuy (who already 
hold important interests in Le 
Petit Parisien), Robert André, a 
director of the Compagnie Fran- 
gaise des Pétroles, and Robert 
Puiseux, chairman and managing 
director of the André Citroén Co. 


More Franco profit 


_ The combined profits of Franco 
Signs Ltd. and its subsidiaries for 
the year ended September 30, 
1955, after management expenses, 
depreciation, and taxation, was 
£53,358, compared with £34,323 
for the previous year. A dividend 
of 12 per cent is recommended. 


This window poster—of a caricature 
of a pale blue coffee pot on a red 
background—is now available to 
coffee retailers from the Coffee 
Publicity Association Ltd. It was 
designed by Stan Krol. Actual 
size is 9} in. by 7} in. and it is 
finished in adhesive enamel. 

The Coffee Publicity Association 
was formed early in 1955S. Its 
member firms and organisations 
support a collective scheme to 
promote coffee consumption in 
the United Kingdom. 

It includes overseas producers, 
coffee importers, brokers, whole- 
salers and retailers, and distribu- 
tors of coffee-making equipment. 

Some 50,000 of these posters are to 
be issued by the Coffee Publicity 
Association. 


£750,000 to be spent on Brussels show 


Britain’s 100,000 sq. ft. indus- 
trial pavilion at the Brussels 
Universal and International! 
Exhibition, 1958, will, with its 
supporting features, cost about 
£750,000, a Federation of British 
Industries spokesman estimates. 

Working capital is being pro- 
vided by guarantees made by 
individual! firms, and the cost will 
be recouped from charges for 
space. It is intended to fix rental 
charges at figures which will 
produce an income of £770,000 
if all space is let. Any surplus 
will be distributed proportion- 
ately between exhibitors. Build- 
ing will not be started until 
lettings are 70 per cent capacity. 

The charges for space will be: 
Inside the main pavilion, £6 10s. 
per sq. ft., including circulating 
areas; outside, £3 per sq. ft., 
including access and circulating 
areas. 

To conform with the overall 
theme laid down by the Belgians, 
it is proposed that the UK in- 
dustrial section shall be 


organised on a thematic basis. 
At the entrance there will be 
a special feature to remind visi- 
tors that it was in Britain that 
the first Industrial Revolution 
began, and the object of the 


exhibits will be to show that 
British industry remains in the 
forefront in this scientific age. 

There will also be some 30,000 
sq. ft. of space outside the 
pavilion for open-air exhibits, as 
well as a cinema and shops, in 
which certain consumer goods 
can be sold over the counter 
under concessions granted by the 
Belgian authorities. 

Some 50 countries have 
already agreed to participate. 
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Medical direct 
mailings ‘are 
seldom critical’ 


“Great lack of balance” in the 
claims made in medical direct 
mai] advertising is alleged by a 
physician, Dr. A. Parry Jones, 
in the April Practitioner. He 
writes: 

“During the year, 51 letters 
arrived advertising ‘new’ drugs, 
several of which were claimed to 
be ‘revolutionary advances in 
therapy.’ The task of assessing 
these new preparations is diffi- 
cult: quotations from the medical 
press are selected in all cases; 
they are always laudatory and 
seldom critical. 

“In the antibiotic field, for 
example, so many preparations 
are described in such glowing 
terms as the panacea for so many 
ills that it is impossible to assess 
their relative merits. If the drug 
firms indulged in fewer Halle- 
lujahs and more critique, the pro- 
fession would undoubtedly pay 
More attention to their advertis- 
ing literature.” 

Dr. Jones says that last year 
he received 238 advertising letters 
from 39 pharmaceutical firms. 


Use of colour 


Ninety-six per cent of the 
letters were in three or more 
colours, while 20 per cent used 
six or more colours. One adver- 
tisement in five was supported by 
a coloured print unassociated 
with the subject matter of the 
letter. 

“Modern art, aviation, history 
and ecology were among the 
many topics treated gratis: the 
cries for a more liberal medical 
education have not gone un- 
heeded,” he says. 

Several principals in general 
ractice each received 1,000 
etters during the year, he states. 


New edition of ‘Advertisers’ Aid’ 


The Newspaper Society has 
published a new edition of 
Advertisers’ Aid. This guide to 
newspaper advertising facilities 
has as its main feature a 60-page 
section of tabulated newspaper 
data, arranged by counties, which 
includes all bona fide newspapers 
and lists display advertising rates, 
net sales, mechanical data, names 
of advertisement managers, etc. 

The information has _ been 
checked and _ revised. The 
majority of the net sales figures 
relate to the period July to 
December, 1955, and all of them 
are certified by either the Audit 
Bureau of Circulations or by 


independent auditors whose certi- 
ficates have been lodged with the 
Newspaper Society. 

Advertisement rates and other 
details are those operating on 
April 2. 

Complimentary copies of 
Advertisers’ Aid have been sent 
to all recognised advertising 
agents and to more than 1,000 
leading advertisers. But the 
Newspaper Society will send, as 
far as supplies permit, a compli- 
mentary copy to any advertiser 
who has not received one. 

Additional copies may be 
obtained if required at the pub- 
lished price of 21s. 
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SPECIAL RATES FOR QUANTITY ROOF PANEL BOOKINGS 


ao is 12 mths. ¢ mths. 3 mths. i Country Buses 
W029) gy oe ie. 
TAKE ADVANTAGE NOW of the British | hover ish. we : a Cr Ae o— 
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CHIEF COMMERCIAL ADVERTISING OFFICER, British Transport Commission, Cranbourn Chambers, Leicester Square Station, London, W.C.2. 
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OR 
ADVERTISEMENT MANAGER (SCOTLAND), British Transport Commission, 6/7 Castle Terrace, Edinburgh 1. Telephone: FOUntainbridge 5222 
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COMMENT 
BREEZY 
BRIGHTON 


The success of any conference 
depends on the interest and 
enthusiasm of the delegates. 
Particularly will this be the case 
at Brighton next month when 
the Advertising Association 
raises its thirtieth anniversary 
year platform. 

This will be a conference with a 
difference—a serious, working 
occasion born of a desire to 
stimulate controversy and new 
thinking on old problems. 


If the hopes of the chairman, 
Brian MacCabe, are realised, 
delegates will tear themselves 
and their work to pieces with- 
out inhibition. The aim will 
be to create a better picture out 

the complicated jig-saw 
which is advertising. 


Vital subjects 


It would be unnatural if some in 
this highly critical, somewhat 
cynical business were not snif- 
fing suspiciously at the new 
framework of debate. And, of 
course, there are those who are 
saying: “It’s Buxton with a 
beard on.” 

But they are wrong. Brighton 
1956 will not be a series of 
specialised conferences within 
a conference, The working 
sessions will consider subjects 
of vital interest to all delegates. 


If there is any disappointment it 
should only be that of those 
delegates who may be keenly 
interested in several of the 
sessions but can attend only 
one. 


Chance for youth 


The film to be shown at the tradi- 
tional midnight entertainment 
will be “It’s Great To Be 
Young.” 


That is in keeping with the spirit 
of the whole of the Conference 
programme, and it should serve 
as a reminder to the men at the 
top of the business. 


Brighton should be an occasion 
for the young men and women 
of advertising to show their 
paces and learn some lessons. 
As the chairman says, it is up 
to their bosses to let more of 
them go. 


And when they get there they 
should speak up for themselves. 


14 
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Soaring sales answer the critics of 


commercial TV 


ELEVISION is a talking 

point whenever advertis- 
ing men get together these 
days, and its detractors are 
among the most vigorous 
tongue-waggers. 

It’s expensive, they say. The 
contractors are not all they might 
be; there are too many free 
spots ; the placing is not always 
good ; the sound is sometimes not 
up to standard; and so on.... 

There is some truth in all of 
these assertions. Certainly more 
than there is in some of the 
knocking stories published by 
newspapers which either fear the 
new medium or would like to 
operate part of it themselves. 

But all the robust assaults and 
the sly digs mean little when big 
advertisers begin to answer the 
64-dollar question: Does com- 
mercial television sell ? 

The answer for most products 
is a resounding YES. 

Some evidence has been pub- 
lished. But the best is being kept 
hush-hush by advertisers who, 
with the traditional and often 
stupid British business reserve, 
decline to let their competitors 
know how they are faring. 

A new drink was launched on 
TV. Within four weeks its sales 
soared. 

One of the biggest users of the 
medium usually cuts his adver- 
tising in the summer, and he had 
planned to do so with TV. But 
sales have bounded so rapidly 
that a big extra appropriation is 
to be made available for the next 
six months. 

There’s food for thought. 


LIVE ACTION PROBLEM 


F course TV and all who 

serve its users are having 
their teething troubles. Take the 
case of the film makers. 

When the small screen first 
flickered on with ads, it was 
thought that there would be ex- 
tensive use of live action. On 
this assumption cost of produc- 
tion was estimated at £500 a 
minute. But the demand for live 
action has not come up to ex- 
pectations. Result: small com- 


panies are going to the wall and 
the biggest are reducing their 
production capacity. 

Many repeats are being used 
at Sanne by advertisers anxious 
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: A very long shot! , 


: Is there any doubt about ei 
: pulling power of good direct : 
: mail publicity ? : 
Tibbenham Publicity tell us : 
: that one of their clients, Suf- : 
: folk Iron Foundry (1920) Ltd., : 
: have just received a request : 
: for information on a reply : 
: card inserted in “SIF-TIPS,” a: 
: quarterly direct mail shot pre- : 
: pared regularly by the agency. : 
: Nothing remarkable there— : 
: except that the reply card was : 
: one inserted in an issue pre- : 
: pared and mailed 16 years 
: ago! 


to have as much of the expensive 
time as possible, but this cannot 
go on indefinitely. In all proba- 
bility the demand for new 
material will coincide with rate 
reductions in the autumn. But 
the live action productive capa- 
city will not survive that long 
unless something is done. 

One film man said this week : 
“Increase in live film throughout 
the industry would keep costs 
down to the original estimate, 
but if production is not stepped 
up, live film must become more 
expensive.” 

Animation, cartoon and pup- 
petry cost £1,200-£1,500 a minute. 
Live action will be hard on their 


heels unless there are more orders 
soon, 


DOLLAR AID 


NVEST in advertising and 

you'll reap good dividends. 

Who says so? Certainly 
see, the perfume and soap 
rm 


Its profits have soared £364,000 
to a record £1,463,000, and the 
city editor of the Evening Stan- 
dard comments : 

“Yardley has gained all this 
extra profit in the best possible 
way. 

“It has stepped up its selling 
drive in America and Canada— 
earning valuable dollars. 

“A year ago, profits from the 
USA were down. That was 
because a lot of money was being 
spent on advertising there. 

“That policy seems to have 
paid off now. 


HEN Handley Page opened 

their new assembly shops 
with a party, each of the guests 
was given a bar of Nestlé’s 
chocolate. 


On the back of what used to 
be a penny bar there was an out- 
line drawing of the Handley Page 
crescent-winged Victor bomber 
which, says the caption, “will 
carry more bombs far more faster 
and higher than any other bomber 
in its class.” 


Murray Edwards, of Press and 
Public Relations Ltd., who tells 
the story, comments: “Nice for 
the kids!” 


TO-MORROW’S TOPICS 


@A new cooking fat is to be 
marketed by Hedley under the 
brand name Fluffo. A heavy 
campaign is being prepared by 
Erwin Wasey. 

@ Record campaigns are being 
planned by other top cigarette 
brands to challenge the ad- 
vance of Senior Service. 

@ A London agency is to run a 
campaign boosting commercial 
TV as an advertising medium 
and incidentally, its own service 
for TV clients. 

@ A publicity drive is to be pro- 
posed to various sections of 
the trade to boost sales of fruit 
in Britain, where less is eaten 
than in any other country in 
Western arvaye. 


@ New moves are afoot to start 
an Ulster Trade Fair. 


® Colgate-Palmolive is to set up 
a huge research centre to 
create new and improved pro- 
ducts. 


@ Next developments in the tooth 
cleaning market will be impreg- 
nated, germ-killing brushes and 
fluoride “magic ingredient” 
toothpastes. 


@ Competing stores are watching 
for the spread to Britain from 
America of Woolworth policy 
for self-service backed by heavy 
national and local advertising. 
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pie new selling medium 
for Vomestic Eguipment 


HOUSEHOLD 
EQUIPMENT 
NEWS 


Ts new controlled circulation journal recently acquired by Tothill 
Press circulates among stockists and retailers of household goods, 
ironmongery, hardware, gardening equipment, tools and electrical 
accessories. 


ADVERTISER'S WEEKLY 


Household Equipment News will bring to these retailers the 
essential news of new products. A qualified editorial staff will sift 
the mass of new “lines ’’ and present them In an easily readable form. 
Illustrations will be used where possible to give emphasis to essential 
selling points. 


Guaranteed minimum circulation 14,000 


The journal has been restyled for easier reading and more effective display 
All advertisements face text. 


* Published on the 10th of each month. Copy date 25th of the month 
previous. 


A Specimen of new format, advertisement rates and mechanical data on 
TOTHILL PRESS «application to the publishers. 


PUBLICATION 
HOUSEHOLD EQUIPMENT NEWS 


33 TOTHILL STREET . LONDON . S.W.1 
* Telephone: Whitehall 9233 (20 lines) Telegrams: Trazette, Parl, London 
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HEN the executive of the 

Advertising Association 
were misguided enough to 
invite me to be chairman of 
this year’s Conference I was 
extremely flattered ; but I felt 
bound to suggest that if they 
wanted a nice peaceful Con- 
ference, they were choosing the 
wrong man. 


As I saw it, we needed a Con- 
ference at which we set out to 
tear ourselves and our work to 
pieces in a really critical and un- 
inhibited way, and then strove to 
make something better out of the 
bits. 


Rather rashly, perhaps, the 
executive said they would like 
that. So that, I sincerely hope, is 
the sort of Conference we shall 
have in May. Whether we actu- 
ally do or not will depend 
entirely on you—because you 
have got to do the tearing and 
the putting together. 


STIMULATION 
Of valuable argument 


As we all know, advertising is 
a most controversial business. Sit 
any group of advertising men or 
women round a table and in two 
minutes you will have a discus- 
sion; in five minutes you will 
have an argument; and in half 
an hour you will have a series 
of arguments covering almost 
every aspect of our business. 


Such meetings and such argu- 
ments are mostly good, because 
they stimulate a wide variety of 
ideas for improving our work— 
and our work, like most people’s, 
can do with a lot of improvement. 


An AA Conference, with repre- 
sentatives of every side of adver- 
tising present, is an ideal occa- 
sion for such friendly, but none- 
theless heated, discussions. This 
year we hope both the oppor- 
tunities and the atmosphere for 
them will be there—because we 
have planned the Conference in 
order to create them. 


INFORMAL 
No set speeches 


You will see from the pro- 
gramme that the whole of Thurs- 
day afternoon has been set aside 
for six separate working sessions 
dealing with six aspects of our 
work. There will be no set 
speeches. Everyone will be 
encouraged to express his own 
opinions about any of the prob- 
lems under discussion. 


There will be a chairman of 
each session to prevent any 
physical violence and to keep the 
meeting “on track,” but otherwise 


A PREVIEW BY AA CONFERENCE CHAIRMAN BRIAN MacCABE 


This will be a Conference where “we can tear ourselves and our 
work to pieces” . . . and then build something better out of the pieces. 
But that will depend on the delegates—they will have to do the 
tearing down and building up. So Brian MacCabe urges delegates . . . ‘ 


Please Don't Pull c 
Any Punches 


the meetings will be as informal 
as possible, and we hope every- 
one will really let their hair down 
and say all those controversial 
things that they have been wait- 
ing to say publicly for years. 
There will be no press at these 
working sessions. 
we regret this, but we felt it 


“yes” or “no” answers. 
object to them—you say so—and 


All day on Friday the session 
chairmen will report to the whole 
Conference on the results of their 


each report there will be time for 
comments from the floor by dele- 
gates who were unable to be at 
that particular session. 

The press will be present on 
Friday and unless you are all very 
shy on the Thursday,-I hope that 
they will be able to report on one 
of the most interesting and stimu- 
lating days advertising has seen 
for a long time. 

Having come to the end of the 
Conference (except for the Free- 


speaking freely and the press have 
been most understanding of our 


You may find the wording of 
some of the problems posed to 
each session objectionable. 
may think it too self-critical, too 
depreciative—and possibly 
That's all right; it is in- 
The questions have 
been framed to avoid any easy 


The men who will guide the working sessions ... 
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let me go back to the beginning. 


On Thursday morning the 
scene will be set by prominent 
men from politics, the TUC, and 
industry, who will speak on the 
theme of the Conference—*Ad- 
vertising’s Task in the Changing 
Economy.” These speeches, we 
believe, will position us admir- 
ably for discussing our own 
domestic affairs in the afternoon. 


In between “rounds,” an excel- 
lent social programme has been 
arranged—and this gives me the 
opportunity of expressing sincere 
gratitude to everyone who has 
worked so hard on preparing the 
programme—to Miss Wright and 
the Women’s Advertising Club 
for the social arrangements, to 
Andrew Milne and Harold Ftsh 
for the golf, to Messrs. Spicers, 
Bemrose and Laytons for the 
paper, printing and blocks, to 
Leon Goodman for decor, to the 
AA staff for just everything and 
finally to that wonderfully argu- 
mentative and stimulating busi- 
ness sub-committee — Harold 
Atkins, Douglas Bain, Reg 
Hicklin, David Rettie and Arthur 
Varley. 


COME—AND TALK 
Bring the juniors 


Well, there we are. I hope 
you will come and join the argu- 
ments, the listening and the fun. 
And I hope the bosses will let 
many more of their junior staff 
accompany them this year— 
because this Conference is not 
about the theory, ethics or 
economics of advertising; it is 
about our day-to-day operational 
problems, and I am pretty con- 
fident that however junior or 
senior we may be, we shall all 
learn a lot from it. 

And who is going to teach us? 
The people who know the 
answers—us! 

See you in Brighton. 


@ ON OTHER PAGES 


Mayor of Brighton’s message 
and the Conference programme 
—page 44. 

Brighton as a conference town 


—page 46. 
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—to open the purse that buys the goods you sell 
is undoubtedly the local newspaper—delivered 


to the house and read and re-read 


EVENING NEWSPAPERS: Hull Daily Mail - Grimsby Evening Telegraph 
Lincolnshire Echo - Evening Sentinel (Stoke-on-Trent) * Derby Evening Telegraph 
Leicester, Evening Mail - Bristol Evening World - South Wales Evening Post 
(Swansea) - The Citizen (Gloucester) * Gloucestershire Echo (Cheltenham) 
WEEKLY NEWSPAPERS: Yorkshire and Lincolnshire Times (Hull) - Grimsby 
Saturday}Telegraph - Staffordshire Weekly |Sentinel (Stoke-on-Trent) - Herald 
of Wales (Swansea) - Gloucester Journal - Cheltenham Chronicle. 


NORTHCLIFFE NEWSPAPERS GROUP LTD. | 


R. H. PENNEY - Advertisement Director : 163, QUEEN VICTORIA STREET, LONDON, E.C.4 FLEet Street 6000 
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Weekly’ Market Research Team 
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THE CHANGING MARKET—3: This concludes the 
three-part study of the retail trade by ‘Advertiser’s 
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Department stores lose ground in 


bid for consumer expenditure 


[N the departmental stores, 


where the main emphasis 
both in 1938 and 1950 was in 
the clothing and footwear 
field and, to a slightly lesser 
extent, in the household goods 
section, the developments and 
experiences since 1938 have 
not been the same as in other 
retail outlets. 
From table 1 
TISER’S WEEKLy, January 13, 
page 26), it will be seen that 
the volume of clothing purchases 
in the post-war years—except for 
the Korean spending spree of 
1950—is still below the 1938 
level, while the percentage in- 
crease in the volume of footwear 
sales over the pre-war figure has 
been less in most post-war years 


(see ADVER- 


SOUTH EASTERN 


GAZETTE 


FLEet St. 7500. Head Office: 


Big changes are taking place in the pattern of this country’s retail 
trading and this article points to the influence exerted by staff short- 
ages, rates, and price maintenance factors. Previous articles in the 
series were published in ADVERTISER'S WEEKLY, January 13 and 27. 


than the increases in other 
sectors; sales of household goods 
until 1954 were also sluggish. 
Thus, in the chosen fields of 
the department stores, personal 
expenditure during the post- 
war years has not made a 
marked expansion, and cer- 
tainly since 1950, of in some in- 
stances a lower total volume of 
trade, their sales have not kept 
pace with those of the mulfti- 
ples, and, often, independents 
and co-operatives. 
And it is because of the em- 
phasis on retailing clothing and 


CHATHAM 


OBSERVER 


Maidstone 3388 


footwear and also household 
goods, that the results for de- 
partment stores have made such 
a poor showing. 

The poor results can be 
ascribed, in part, to one of the 
factors which have helped in the 
advance of the multiples, namely, 
the redistribution of incomes. In 
addition, the department stores 
have usually carried a wide range 
of goods, as opposed to the large 
stocks of a limited range of the 
multiples sold at lower prices. 

Moreover, also as opposed to 
the practice of multiples which 
have branches throughout the 
country and are less dependent 
on the industrial fortunes of any 


| one area, the department stores 


have tended to draw their cus- 
tomers, not only from a more 
limited class, but also from a 
more limited area. 


Finance for credit 


Again, as distinct from the 
multiples (except for specialist 
shops selling furniture and the 


| like) and independents who trade 


for cash, the department stores 
allow credit which, while nor- 
mally on monthly terms, often ex- 
tends over a much longer period. 
The capital required to finance 
this type of trade can make a 
considerable addition to the 
working capital needed. 

Finally, although the delivery 
services should contribute to an 
increase in sales, on the other 
hand, the cost of providing such 
services has been steadily rising. 


Continued expansion 


Turning to the co-operatives, 
the main emphasis of their sales 
is on food and perishables, a 
sector in which buying has con- 
tinued to expand. Co-operative 
sales, according to figures quoted 
some time ago and making an 
allowance for price rises, were 
estimated to have increased be- 
tween 1946 and 1952 by 19 per 
cent, as compared with an in- 
crease of 10 per cent in national 
trade, for those commodities in 
which retail societies trade. 

The increase, in fact, improved 
the share of co-operatives from 


nearly 11 per cent of national 
trade in 1946 to slightly below 
12 per cent in 1952, and by 1954 
it was probably nearly 13 per 
cent. 

While lagging behind the multi- 
ples in their sales of clothing and 
footwear, the co-operatives dur- 
ing the past two years have gone 
ahead rapidly in their sales of 
household goods, a development 
which, combined with the heavy 
emphasis on food sales, has 
helped towards the advance in 
total sales since the war. 


The experiences and sales 
records of the different types of 
retail outlet may have varied 
during the past 10 years, but all 
are equally facing problems, and 
all are trying to dea} with their 
own particular difficulties in their 
own way. To begin with, there 
has been the difficulty in obtain- 
ing adequate and suitable staff. 


From a study of the relevant 
man power it will be seen that 
numbers, which declined to a 
very low level during the war 
years, have slowly recovered 
since 1945 but are still not back 
to the 1938 level, although the 
total volume of sales_ has 
expanded. 


Five-day week 


Moreover, today those working 
include an increasing proportion 
of women and also part-time 
workers. The shortage has two 
aspects, physical and financial. 
Apart from the lesser number of 
people employed, the most recent 
development in the labour situa- 
tion in retail trade is the problem 
of the five-day week. 


Several suggestions have 
been proposed, providing for 
full time closing for one day, 
either Saturday or Monday, in 
order to bring conditions for 
the staff in line with those in 
industry, but if the public’s re- 
quirements are to be satisfied, 
the answer lies more in pro- 
viding a fuller service than in 
restricting trading hours. 


To do this, the solution appears 
to be either shift working, which 
in turn involves, apart from re- 
cruitment, the problem of cost; 
or, alternatively, new systems of 
retailing. In this respect, the co- 
operative societies, and more 


@ Continued on page 20 
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«. readers of the “Investors’ Chronicle” 


are directors or executives in industry, 


commerce or finance.* 

What a market for advertisers ! 

Ring George Bullock, the Advertisement 
Director, and learn more 


about it... 


MONarch 8833 


The only financial weekly with an A.B.C. figure (July-Dec., 1955, 27,111). 


* facts from a recent independent readership survey 
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New rating system casts 
shadow over retailers 


recently the multiples, have 
demonstrated their awareness of 
the staff shortages by their adop- 
tion of the self-service system, to 
which reference has been made 
in an earlier article (see ADVER- 
TISER’S WEEKLY, November 11, 
1955, page 30). 


To solve the problem by in- 
creasing staff numbers and work- 
ing on a shift system would 
appear to be precluded by the 
heavy cost, and this factor serves 
to emphasise the importance of 
self-service conversions. 


Reassessment effect 


Another serious problem for 
all retail stores is the uncertainty 
about the effect of the national 
rating reassessments. How they 
will fare, after appeal, cannot 
be forecast, but evidence of 
concern is shown by the state- 
ment of the joint managing 
director of Selfridges who, in 
an article written some months 
ago, feared that for department 
stores to pay interest, and depre- 
ciation, on the replacement value 
of all their assets, and rent and 
rates on the current appraisal of 
their sites, “none of them could 
make a reasonable profit and few 
could avoid a heavy loss.” 


Hitherto, the department stores 
have been in a fortunate position 
in so far as the buildings and 
equipment, freeholds or long 
leases, are often based on the 
values of the late 1920’s or early 
1930's. 


Much has been written about 
the practice of selling the free- 
holds of properties and taking a 
long lease ata high rent. The 
joint’ managing director of 
Henry’s Stores, in a statement in 
the autumn of 1953, discussing 
the problem, quoted the rent and 
rates charge in 1951 among 
higher-class stores as 1.78 per 
cent of sales as compared with 
3.52 per cent for higher and 
lower-class stores in 1938: 


“An increase to this figure 
would make deep inroads into 
the trading surplus of the 
higher-class stores, but the 
lower price stores would still 
he left with a trading surplus 
out of which reasonably satis- 
factory dividends could be paid 
to their shareholders.” 
However, any point of view 

which suggests that the re-assess- 
ments or the leasing of premises 
at high rents are loads likely to 
sink the ship argues a priori that 
the ship is being worked at the 


Winter 
sunshine by 
Autotype 


If we can produce photo-murals 
like this one, and give satisfaction 
to our customers every time, one 
might reasonably assume that we 
can also make enlargements of 
more normal dimensions. We 
certainly can and do, and what is 
more we fake considerable pride 
in making them really well, be 
they in full colours or otherwise. 
Blow-ups are ideal for so many 
purposes in the fields of publicity, 
selling and propaganda. So many 


large industrial undertakings come to us regularly for the reason, 


Photo by courtesyf{of Café Continentale, Brighton. One of two"monochrome muralstsize 18’ x 6’ 


to quote one of them, “ you are such friendly, helpful people, 
and your work is consistently good ”’. 


Have you considered transparencies? Lit from behind they 
are very effective, but particularly when in colour. Their selling 
value is unquestioned, and it may be trite, but it is none the less 
true to say that one good picture is worth a thousand words. 
Ask for 1956 price list or for a London Representative to call. 


maximum peak of efficiency. 
Improvements in methods of 
marketing (for example, the 


installation of self-service systems 
where appropriate) in equipment 
and in personnel, are day-to-day 
happenings in the business world. 

As regards running expenses, 
all types of outlet are faced with 
similar problems, but in the past 
the difference in service has 
existed as between department 
stores and multiple shops. 
Whether the services can be con- 
tinued, and whether, now that 
goods are more plentiful, the buy- 
ing public will tend to go where 
the services are obtainable, with 
the consequence that multiples 
may be compelled to supply 
similar services in order to retain 
their increased trade, is another 
problem. 


Future of services 


For the department stores, the 
rising costs are the crux of this 
particular problem, whereas for 
the multiples there is the twofold 
aspect—to have the services or 
not to have them and if they do, 
the importance of costs. 

The department stores and the 
independents are also adopting 
the techniques of the multiple 
store, for example, by forming 
voluntary associations for central- 
ised buying and by reducing the 
range of goods carried in order 
to promote a quicker turnover. 
In addition, some of the depart- 
ment stores are spreading their 
interests. 
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In his statement at an annual 
geueral meeting, the chairman 
of the Army and Navy Stores 
referred to a policy of expan- 
sion into the provinces and 


and also to the acquisition of 

stores at Guildford and at 

Dorchester. 

The volume and appeal of the 
advertising undertaken of recent 
years by this store are clearly 
indicative of a progressive out- 
look. 

The chairman of Harrods, in 
his statement in April, 1955, 
spoke of their interests in Man- 
chester, in Liverpool, in Sheffield, 
in Torquay, and in Birmingham. 
Additionally, although the de- 
partment stores have always 
offered short-term credit to their 
customers, they are now adopting 
the new system of supplying 
goods on a subscription basis. 

Finally, there is the question of 
re-sale price maintenance. At the 
end of June, 1955, the report of 
the Monopolies Commission on 
collective discrimination was 
published. It contained a state- 
ment that, whatever its advan- 
tages, re-sale price maintenance 
by individual manufacturers act- 
ing independently of one another 
restricts the ability of distributors 
to compete with their fellows in 
price. It therefore also restricts 
the freedom of the consumer to 
choose between different methods 
of distribution. 


@ Continued on page 22 


MOST of the really good enlargements 


are made by 


AUTOTYPE 


AUTOTYPE COMPANY LIMITED 
BROWNLOW ROAD, WEST EALING, LONDON, W.13 


EALing 2691-2-3 


° j 7 
Cis |_| PS 
ee suburbs to provide as broad a 

geographical basis as possible, 

7 
“i BS ee a ee PE 
r ines ednevedtans ; 
: . ‘ 
ee x ‘ag = : 
ay eee eS E! ae Sa oS : . 
F : ; a eR >. 4% ee a 5 
3 " ; A . ~ « a as ee c 
af os “a = ws x >a on a oc ¥ OS “4 ; ae ll 
a 3 St he ‘ Ky J 2 * a . 7 
4 pe ag “ ae) 7 : : 
ie es a ‘ ee = ss : t “ “4 ¥ 
4 on: jae - > Pama et a PE ah?) 
. re t?- ca ay . —— a a ‘ ve: ; 
=* - > . _ Pine 3 ” ae “e aialiie aif ” hs 
i sa: om —— ——St(‘<‘(CéP is ae 4 i 
4 - : Sy ee : ‘4. 3 “% * 

s ey b ‘ td ae ‘A we > toy ‘ + We a 2 - & y , } walt : ; 
“i . - f e] eG hl Mos ; ae Ree eine 
Bs . ist ves 7 e } # 4\ if re an 
ie haa ee ee be / a ‘er > fe, See ate 
ei St PAE — eee PAU Whe Ba 
ma ed ids. ; ceili ahd 
% a 

os 4 os we x ae ; . % 
F A ee = aamaalal a A k | 
hy ee reine ; ket Ne : ¥ 
= . * a | Mee ba ; red 

— * ‘2 . “ioe 7 = 

aay 
? Se 

; 
u 
=a 
an ° 
a — 


Aprit 13, 1956 


Problem! 


Solicited Testimonial in the 


interest of finding out 


the FACTS! 


POP EMIN 
THE BACK! 


Compact as a well-styled Washing Machine 
may be, it still needs a sizeable Display if it 
is going to draw attention to its thoroughbred 
points. But sizeable Displays aren’t particu- 
larly popular with busy Representatives who 
have a lot of calls to make in a day and whose 
cars—incidentally—aren’t lorries! This was 
one of Parnall’s Washer Display problems. 

We evolved the answer shown in the picture. 
It was a collapsible metal tube stand which, 
when fitted with a folding panel Display—silk- 
screened on hardboard in several colours— 
made an impressive, eye-catching background 
to a Parnall Washer. AND—twelve of these 
Displays packed so flat that the Reps. could 
‘pop ‘em in the back’’ of the car with nae 
bother at a’. 

Results? Mr. A. H. Edney, Group Advertising 
Manager of Parnall (Yate) Ltd., writes: ‘‘The 
trouble was, the Representatives tell me, that 


Solution! 
Phone EUSTON 5351 


Gye ‘ape! ‘aan 

COnee wt eons 

“WASHED 

“RINSED 

“WASHES So be sure its a_ “WRUNG 

-WRINGS INT HOUR 
*EMPTIES 
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Results! 


most Dealers wanted more than one! With the 
result, as you know, that we have been fre- 
quently re-ordering for a long time now. It has 
been, without question, one of our handiest, 
and most successful, large scale portable Dis- 
play Units.”’ 


That’s our programme 


if you'd like to book a seat! 


LEON GOODMAN DISPLAYS LTD 


HOUSE OF IDEAS - 


119-125 WHITFIELD STREET 


- LONDON - W1 
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Studio Director NORMAN LAY 


Telephone Holborn 4787 


Gee 


AND WATSON 


In the very front 
rank for modern 
advertising 
photography 
are the 
Gee & Watson 
Studios 


at 14 Brownlow Street, Holborn, WC1 


Studio Representative MORTIMER R. KINDON 


Limit &€.o 
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| Re-sale price maintenance 
and the retail trade—om. 


“Both these restrictive effects 
| are intensified by agreements be- 
| tween manufacturers which 
| oblige the parties to them to fix 
| the re-sale prices of their goods. 

. . . We see considerable disad- 

vantages in these additional 

restrictions of freedom of choice 
| and we do not think that the pro- 
tection afforded to distributors by 
| such agreements does in general 

promote economies in distribu- 
| tion, or that it is justified as a 

means of preserving standards of 

service. We conclude, therefore, 
that such agreements operate 
| against the public interest.” 


Stabilising the market 


Such a rigid maintenance of 
prices and enforcement of 
elaborate trading rules, stated 
the report, goes “well beyond 
anything that can be justified as 
necessary for preserving a reason- 
able stable market for branded 
goods or for protecting particular 
retailers.” 


After considering the report, 

| the government proposals an- 
nounced in July, which have been 
incorporated in a Bill, provide 
for the establishment of a register 

| on which all discriminating agree- 
ments will be entered. They will 
be referred to a tribunal whose 
duty it will be to decide, after 
hearing the evidence, whether 
the practices should be prohibited. 


The President of the Board of 
| Trade, Mr. Peter Thorneycroft, 
when he announced the govern- 
ment’s proposals, said that re-sale 
price maintenance must 
examined urgently to see whether 
some other method could be 
devised for maintaining prices 
individually fixed, and as a last 
resort price cutters might be taken 
to court. 


During the debate in the House 
| of Commons, Mr. Thorneycroft 
referred to previous investigations 
of the practice and added that it 
| was the opinion of many interests 
| that re-sale price maintenance 

should be allowed to continue. 


The sign on the Premier Supermarket branch in Richmond. The 
company (a subsidiary of the Express Dairy Company Ltd.) are 


Restyling of 


outlets 


REVOLUTIONARY 

transformation in British 
methods of retail trading has 
been brought about since the 
war by the wide introduction 
of self-service stores. 


Such outlets offer customers a 
tantalising variety of easily 
accessible goods—most of them 
ready wrapped, speedy service, 
and comfortable shopping con- 
ditions with a “new look.” Old- 
style counters have been replaced 
by island display stands, and 
former shop assistants now act 
as advisers and cashiers. 


A subsidiary of the Express 
Dairy Co., Ltd., Premier Super- 
markets Ltd., are pursuing a suc- 
cessful policy of re-styling many 
traditional blue-and-white dairy 
shops into specially planned 
supermarkets with contemporary 
style lighting and decor. The 
introduction of this new style of 
trading brings with it the most 
modern methods of attracting 
custom, foremost among which 
are bright illuminated signs. 


Further sign planned 


Illuminated signs have been in- 
stalled by Claude-General Neon 
Lights Ltd. on Premier Super- 
markets at Richmond, Surrey, 
and Maidenhead, Berkshire. A 
further sign is planned for the 
Wimbledon branch. The signs 
read “Premier Supermarket” and 
comprise sloping metal letters 
1 ft. 9 in. in height, illuminated 
by double-outline “jasmine” 
coloured Cleora fluorescent 
tubing fitted in the steps. The 
letters have white faces and 
yellow returns and are mounted 
on a fascia of dark green marble. 


carrying out a re-styling policy to turn traditional dairy shops into 


modern self-service establishments. 
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PEARL & DEAN 
now offer a complete screen advertising service in BRITISH WEST AFRICA 


And—from April 1st—the majority of cinemas there 
are under exclusive Pearl & Dean contracts! You can 
now place an entire screen advertising compaign—filmlets 
and advertising films—through our London office. OR your 
overseas department can deal with us direct in West Africa— 
our main offices being at Accra and Lagos. Pearl & Dean are 
already well-established in all the West African territories— 


Nigeria, Gold Coast, Sierra Leone, Gambia—and eager to 
give you the same efficient, dependable service you would 
expect in this country. Before you explore the business 
possibilities in British West Africa—contact Pearl & Dean. 
We can add to your sales story the immediate impact of move- 
ment and colour,in a market where the written word takes 
second place ! 


PPeart| [Dean 


(OVERSEAS) LIMITED 
17 Berkeley Street London W1 Telephone MAY fair 7474 Telegrams Filmads Piccy London 
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PRINTERS 


/ 


are looking 


for 
print buyers 
who know 
the best 


and insist on it. 


W-R-: ROYLE & SON LTD. 


one of the better printers 


LUDGATE SQUARE - LONDON - E-€-4 
City 6480 


PUBLIC RELATIONS 
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What is the scope of public relations ? 
Some believe that it stops with press 


relations. The writer of this article, 
however, takes a very different view 


PR’s role = doing good and 


getting credit for it 


By ROY J. LEFFINGWELL, 


public relations 


department, 
Hawaiian Sugar Planters’ Association, 


N unknown leader in the 

historic past made a great 
discovery. He found that his 
clan was able to eat more 
regularly when neighbours 
understood that his hunting 
expeditions were looking for 
food—not a fight. When the 
neighbours understood and 
accepted his intentions, it was 
possible for the two clans to 
work successfully together. 
Both were able to eat better 
and the standard of living 
started to improve. 


The value of neighbours 
understanding the intentions of a 
group or organisation has been 
forgotten many times since. The 
advantage of people working to- 
gether successfully has _ fre- 
quently been ignored. As a 
consequence, the standard of 
living increased much too slowly 
during many periods of history. 

The 20th-century brought the 
first full scale application of the 
prehistoric discovery that people 
get along much better when 
neighbours understand and accept 
them. The importance of 
successfully getting along with 
fellow human beings has a higher 
value to-day than at any time in 
history, and it was John D. 
Rockefeller who said, “/ will pay 
more for ability to handle people 
than for any other ability under 
the sun.” 


Courtesy sells 


The new interest in applying 
good human relations practices 
comes about because it is profit- 
able. Courteous sales repre- 
sentatives, who know how to 
handle people, sky rocket sales 
volumes. Satisfied employees 
produce more. A _ feeling of 
financial security by employees 
increases efficiency a cuts 
absenteeism. Almost endless are 
the examples of good public 
relations practices that result in 
financial gains. 

These unusually successful 
results have caused larger and 
more progressive groups and 
organisations to draw heavily on 


| the knowledge of human 


relations. Top officials are being 
employed because of their skill in 
dealing with people. 

Methods and techniques of 
successfully dealing with people 
have been developed into a 
specific body of knowledge. 
Lacking a better name, I like to 
call this new field of activity, 
“public relations.” You may wish 
to call it “human relations,” 
“social engineering,” “human 
engineering,” or something else— 
and well you may. 


Fundamental element 


This body of knowledge is an 
extension of the art and science 
of management. It is net a 
separate field, as engineering or 
law. Public relations is a funda- 
mental element in the operation 
of any group or organisation. A 
professional public relations man 
may helpfully work with the 
operating officials in relevant 
matters but there is no avoiding 
the fact that good public relations 
derives from the policies and 
practices of management. 


Even with the progress made in 
developing this body of know- 
ledge, much has still to be 
learned. There is no one right or 
wrong way to deal with people. 
Human relations (the core of 
public relations) is not an exact 
science. Remarkable progress 
has been made, however, in estab- 
lishing broad principles which can 
bring about successful relations 
with employees, friends, neigh- 
bours and customers. No mystery 
or black magic is involved and 
through careful study and 
observation, patterns of public 
likes and dislikes have been estab- 
lished. Science has recently been 
applied to the study of human 
relations and more accurate know- 
ledge of behaviour has aided 
materially in the development of 
more successful relationships with 
people. 

Considerable success has re- 
sulted when groups and organisa- 
tions change their operations and 
practices to coincide with what 
the public thinks is good. Less 
success has resulted from efforts 


@ Continued on page 28 
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YOUR 
PRODUCT © 


with an 


ACME 


porcelain finished 


PERPETUAL CALENDAR 


Why pay postage and purchase tax every year on calendars when an Acme Porcelain Finished 
Perpetual Calendar is guaranteed to last 10 years and, once in position, will not be taken 


down? It is a commercial calendar you can see — and not have to peer at. Moreover, the 
porcelain finish is easily kept dust-free, while the bold date and month cards have a washable 
finish and are inset in a chromium frame. 


Each design is prepared to client’s individual requirements, and the above 
example, made for National Benzole, is printed in three colours and has all 
the main features embossed. Size approximately 15” high by 12” wide. 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Paragon Works - Green Street - Enfield - Middlesex - Telephone : Howard 1651 
0 F EN Fi E L D Showrooms: 9 South Molton Street - London W1 - Telephone : Grosvenor 7458 
Crown Buildings - James Watt Street - Birmingham 4 - Tel: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 
Resident Representative in Manchester 
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..e» OF WORLD WIDE 


All over the world, the potentialities of this vital new industry 


are being discussed and assessed. 


Advertisers can be confident that this new monthly journal 


will grow in authority with every issue and influence thought and opinion 


over an ever-increasing area. 


The first issue published this week will circulate in more than 50 countries 


in Europe, North and South America, Asia, Australasia and Africa. 
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___ Sixty Five Years of Specialized Publishing 
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When it comes to 


reminder 
advertising .. . 


What better site 


could you choose Bs 

than in the shop = 

itself? m 

Particularly when 

the site is free and SO5 se 

gladly given—because an ” 

attractive Redfern Advertising Gy : 
Rubber Mat becomes part of the WP, 
furnishings of a _ well-equipped shop. > 


Redfern Advertising Rubber Mats can 

incorporate your trade name, mark or slogan Q 
in any combination of colours. Many of the aa 
largest and most experienced advertisers regularly LF sa) 
distribute thousands of these acceptable advertising 
reminders. 


t f) 

DOOR MATS . FLOOR MATS vr 

COIN MATS . DARTS MATS . 
BOWLS MATS 


%e Write for folder amusingly illustrated . 
‘ 
4 
N 


by EMETT. It gives complete details 

and examples in colour of these permanent 

a reminders. Perhaps they could 

lp to solve your sales problem. 

NATIONAL ADVERTISERS’ DIVISION 

REDFERN’S RUBBER WORKS LIMITED 
HYDE, CHESHIRE 


caries, 


Arthur Upto 
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Public understanding is 


the main aim of PR 


to change public attitudes to 
coincide with an organisation's 
policy. Substantial changes in 
public opinion have come about 
as a result of providing accurate 
information to misinformed or 
uninformed groups. But there is 
little fear that the knowledge and 
techniques of public relations 
will drastically change public 
opinion for the selfish gain of 
any group or organisation. 


Public relations, in its broadest 
sense, is the application of the 
knowledge which has _ been 
accumulated on the subject of 
human relations for the purpose 
of gaining public understanding 
and acceptance for a group or an 
organisation. Through common 
usage, however, the term has 
acquired other meanings. 


Power of public 


The public, in democratic 
countries, has exclusive authority 
to grant any group or organisa- 
tion permission to operate. 
Through patronage, withholding 
business, and by legislation, the 
public has the power effectively 
to control any organisation. This 
places a primary responsibility 
on the leading officials of groups 
and organisations to establish 
policies and practices in the best 
public interest, and that will 
assure public understanding and 
goodwill. 


It is a common usage to say 
that the president of an organisa- 
tion has the responsibility for its 
public relations. But there is 
also a secondary public relations 
responsibility of employees, 
members and all others affiliated 
with an organisation to carry out 
established policies and prac- 
tices, and so reflect full credit 
on the group. Such uses of the 
term, “public relations,” might be 
— “Public relations responsi- 

ility.” 


Nature of activity 


Then again, public relations is 
used to refer to those activities, 
or techniques, employed to 
influence public understanding 
and acceptance. This involves 
actions designed to mould the 
opinion people have of a group 
or organisation. It might be 
an “open house” in which 
people from the community are 
invited to visit and inspect a fac- 
tory, school or library. If the 
activity inspected is in order and 
is making a contribution to the 
overall good, it is reasonable to 
expect the public will be inter- 
ested and so learn more of the 
organisation—and think better of 
it, 


A survey made in 1951 showed 

82 per cent of the executives in- 
volved were taking part in public 

' relations activities. One-third 


said they were giving more active 
time to it than five years earlier. 
Let us call this use of the term, 
“Public relations activities.” 

Public relations is also used as 
a term to indicate how people 
feel about an organisation. 
Again it is used to identify people 
who advise and help the head of 
an organisation in the task of 
gaining public understanding and 
acceptance, and to identify de- 
partments which perform activi- 
ties directed to that end. 

Public relations workers may 
be classified into three groups. A 
few have the broad training and 
experience in the field of human 
relations and feel a moral respon- 
sibility which leads them to wish 
to be recognised as professionals. 

A much larger group of 
workers in public relations fall 
short of the professional identi- 
fication because of lack of train- 
ing, experience, maturity, or 
failure to accept the moral re- 
sponsibility inherent in such 
calling. 

Another group, commonly re- 
ferred to as public relations 
workers, are people skilled in 
communication tools: journal- 
ists, photographers, etc. These 
people are valuable in carrying 
out phases of public relations 
activities and to identify the use 
of the term “public relations” in 
this connection let us employ the 
phrase, “Public relations depart- 
ments.” 


Question of licensing 


As respect and confidence is 
established by public relations 
professionals, the number of 
charlatans adopting the title 
grows rapidly. There is yet no 
licensing of professional public 
relations workers in any nation, 
such as in medicine, law, or 
engineering. The merits of such 
licensing is a matter of consider- 
able debate among practitioners 
in the field, but the fact is that 
the term “public relations” is in 
the formative stage and will be 
subject to much loose ——_- 
ment until a definition is estab- 
lished by law or fixed by custom. 

There are dozens of definitions 
for public relations. Individuals 
employed in this vast new field 
tend to circumscribe their defini- 
tion by the area of activity in 
which they are employed. Those 
who __ specialise im business 
frequently define public relations 
as exclusively of concern to that 
field. Obviously, public relations 
has equal ‘significance to govern- 
ment, labour, and all groups and 
organisations. 

The simplest definition of 
public relations is probably : 
“Doing good and getting credit 
for it.” Another widely quoted 
definition is: “Finding out what 


@ Continued on page 30 
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Associated- Rediffusion 


introduce new 
discount rates for advertisers 


SERIES DISCOUNT 


52 CONSECUTIVE WEEKS 


IS seconos § 2O seconos | BO seconvs | 6O seconps 
25% 173% 15% 3% 


The full number of advertisements must be guaranteed at the time the order is 
placed. Accounts will be invoiced less series discount. 


VOLUME DISCOUNT 


Guaranteed turnover 


for a 52-week period DISCOUNT 


excess over £100. 000... 


This discount is calculated on the scale for the turnover guaranteed by the 
advertisers at the commencement of a 52-week period. 

The turnover is the net amount after the deduction of any series discounts. 
Volume discount will be paid at the end of the guaranteed 52-week period adjusted 
by the deduction of any Agents’ commission overpaid during that period. 
Contracts for series and volume discounts are non-cancellable. 

Advertisers availing themselves of the above discounts will continue 

to enjoy the current Bonus scheme now operating at 100°. 


ASSOCIATED-REDIFFUSION 


Monday to Friday—Every Day a Shopping Day 


Television House, Kingsway, W.C.2. HOLborn 7888 
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Successful PR operations 


take care 


people want and doing more of 
it—and finding out what people 
dislike and doing less of it.” 
There is general agreement, 
however, that the term involves 
successfully dealing with 
people for the purpose of gain- 
ing public understanding and 
approval. There is less agree- 
ment as to the activities which 
will gain good public relations. 


Doing and telling 


It is frequently said that public 
relations was born of publicity, 
and Webster's New World 
Dictionary of 1953 defines public 
relations in part as “Relations 
with the general public through 
publicity.” These views are 
hardly consistent with the pre- 
sent, much broader concept that 
public relations consists first of 
doing good things in the public 
interest and second in telling this 
story. 

Good public relations results 
about 90 per cent from doing 
right, and 10 per cent from talk- 
ing about it. Both of these in- 
gredients are vitally important, 
but the right proportions must 
be maintained. Most failures 
have come about through the 
tendency of people to spend 90 


of details 


per cent of their time talking 
about being right 10 per cent of 
the time. 

It is not practical to attempt to 
list all the activities which might 
contribute to better understand- 
ing and acceptance of groups and 
organisations. The number is 
endless. Good public relations 
results from big things and little 
things. Public relations has the 
responsibility of those things 
which are so often overlooked, 
side tracked or pigeonholed when 
everybody else is busy doing the 
immediate job. Little things 
often mean more to people than 
big things. A pat on the back 
for a job well done or a special 
“thank you” to a customer may 
mean much to your future suc- 
cess, As Lord Chesterfield wrote, 
“When one would gain people, 
remember nothing is little.” 

It follows, therefore, that to be 
successful public relations must 
penetrate to every nook and 
cranny of an organisation. Each 
aspect of operation, from initial 
planning to the successful use of 
the product or service, is involved. 
In the next article we will con- 
sider the importance of communi- 
cations in the overall operation. 


(To be concluded) 
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-. AD MAN’S BOOKSHELF 


Comprehensive guide to 
U.S. advertising art 


The annual volume of the Art Directors’ Club of New York 
once again puts the best work of America’s agencies before 
British advertising men and women. 


Annual of Advertising and Editorial 
Art and Design 1955, published by Sir 
lsaac Pitman and Sons, Lid., price 60s. 
ONE again—actually for 

the 34th time the pro- 
gressive history of the “best” 
in America’s advertising and 
editorial art and design has 
been recorded in an annual 
volume by the Art Directors’ 
Club of New York. And as 
president Julian M. Archer 
says in an early page (there are 
over 400 of them) it has been 
a difficult and many times a 
heartbreaking labour of love. 

“Only when you realise,” he 
has written, “that every year 
throughout the years, good times 
or bad, a probable yearly average 
of 45 art directors, artists, and 
photographers have spent five, 
six, or seven nights, too often into 
the small hours of morning, ham- 
mering out the exhibition and 
awards from some eight to 10 
thousand entries that the 
country’s top advertising, pub- 
lishing, and promotional men 


job 


what's 
your <= 


FANE Y 


have first pre-selected and sub- 
mitted as their best efforts, do 
you begin to appreciate the im- 
mensity and importance of the 
It is much to be hoped that 
these good people never tire in 
their exertions because the re- 
sult is something which all alert 
advertising men must find in- 
valuable. The sections include: 
advertising layout, advertising 
art, editorial layout, editorial art. 
posters—point of sale, direct mail 
booklets, and television art. 


Television successes 


In his introduction to the tele- 
vision art section, Georg Olden, 
director of graphic arts, CBS tele- 
vision, writes that the crop of 
winners for the year under re- 
view “are unusually exciting tele- 
vision art . . . one has grounds 
for bringing out the heralds and 
trumpets if a single real honest- 
to-goodness pace-setting depar- 
ture is detected in any category. 
This year .. . I feel there are no 
less than three.” 


A small] addition to the cost of 


packaging can bring a big 


increase in sales and profits 
For hand-made fancy boxes to 
market your special lines you 
cannot do better than consult 
THE PACKAGING SPECIALISTS 


A 


Johns, Son & Watts Limited, 2-4 Epworth Street, London, E.C.2. 


MONarch 7408 
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ADVERTISER'S WEEKLY 


are proud to inform you that their outside Broadcast television cameras will be 
covering in coming months all the following 


MAJOR SPORTING EVENTS 


many of which are exclusive to ITV 


All these actuality programmes will be under the supervision of Mr. Keith Rogers, ATV Operations Controller and formerly 
Senior Outside Broadcast Producer, BBC. 


SATURDAY, APRIL 28 


CRICKET—Duke of Norfolk’s XI v. 
Australians 


(covered on London station exclusively by ATV: 
intermittent between 12.50 and 6.30 p.m.) 


SHOW JUMPING—Trials of Olympic 
Team 


(covered on London station exclusively by ATV 3.0—3.45 p.m.) 


SATURDAY, MAY 26 


CRICKET—M.C.C. v. Australians 


(covered on London station exclusively by ATV) 


SATURDAY, MAY 5 


SOCCER—Cup Final 


(London station, afternoon) 


MONDAY, MAY 28—TUESDAY, MAY 29 


CRICKET—M.C.C. v. Australians 


(covered on Midlands station exclusively by ATV) 


THURSDAY, MAY 10—FRIDAY, MAY 11 


ROYAL WINDSOR HORSE SHOW 


(covered on Midlands station exclusively by ATV) 


THURSDAY, JUNE 14—FRIDAY, JUNE 15 


RICHMOND ROYAL HORSE SHOW 


(covered on Midlands station exclusively by ATV) 


SATURDAY, MAY 12 


ROYAL WINDSOR HORSE SHOW 


(covered on London station exclusively by ATV) 


SATURDAY, JUNE 16 


RICHMOND ROYAL HORSE SHOW 


(covered on London station exclusively by ATV) 


This list is not exhaustive, and coverage of other main sporting events is being negotiated. 


TIME IS RUNNING OUT—SO BOOK IT NOW! 
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IN EVERYBODY’S 


GREATEST MAGAZINE SCOOP 
OF THE YEAR! 


ST. GEORGE’S DAY appropriately 


heralds the year’s greatest serial scoop 


EVERYBODY’S are proud to announce that they have been 
successful in obtaining the first exclusive United Kingdom 
periodical rights of Sir Winston Churchill’s eagerly awaited 
History of the English-Speaking Peoples. Advertising in the 
eight special issues that will carry the Churchill material will 
be even more valuable than usual. First issue dated April 28 


will be published on April 23rd. 


A. W. BURNETT Advertisement Director, 
EVERYBODY'S PUBLICATIONS LTD., 114 FLEET STREET, E.C.4. 
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Carried completely 


The lightweight Talkiestrip Projector packs into one easy-to- 
carry case, weighs only 19 Ibs., and yet is a complete projection 
unit for showing film strips with recorded commentary. 
Simple to thread, finger-flick changing, designed for standard 
or L.P. records. 

For Rear Projection — the screen is built into the lid. Set up the 
equipment and show ! 

For Front Projection — simply change the lens and project on to 
a normal screen. 


Please write for further particulars 


SOUND-SERVICES LIMITED 
269, Kingston Road, S.W.19. Telephone: Liberty 4291 


An Associate of The Film Producers Guild 
TGA $33 


* 


* 


Quality coverage 
in South Africa 


Cape Town CAPE TIMES 


CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN'S WEEKLY 
RAND DAILY MAIL 


SUNDAY TIMES 

SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 

SPOTLIGHT 

FORUM 


Yoh 


Durban 


Johannesburg 
National 


NEWSPAPERS LTD 


92, New Cavendish Street, Portland Place, W.|. 
Tel.: LANgham 5036 
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AD MAN’S BOOKSHELF 


Basic data about export 
trading regulations 


The Export Trade, by Clive M 
Schmitthoff, published by Stevens and 
Sons, Ltd., 32s. 6d 


CHANGES which have 

taken place in the legis- 
lation relating to the export 
trade and in the practice of 
merchants since the last edition 
appeared in 1950 are set out in 
this recently published volume. 
In addition, a new chapter has 
been added on “The Accept- 
ance and Rejection of Goods.” 


The contents are divided into 
four sections; the sale of goods 
abroad; representation abroad; 
matters incidental to exporting 
(e.g., the finance, insurance, and 
carriage, by sea and air, of ex- 
ports, and the facilities provided 
under the Export Guarantees 
Acts); and government regulation 
of exports. 


Table of cases 


It is indeed refreshing to find 
that the author, apart from in- 
cluding a comprehensive index, 


| also provides a table of cases 


showing where an account may 
be found in the text. How fre- 


| quently one remembers the name 


of the case quoted in support of 
a ruling and has to search 
through either a long index or 
through the book itself, to find 
the details. There are six appen- 
dices, one of which provides the 
addresses not only of government 
departments connected with the 


| export trade, but also of British 


Chambers of Commerce abroad. 
Organisation of companies 


At a time when considerable 
difficulty is often experienced by 
the exporter because of the intro- 
duction or extension of restric- 
tions on imports imposed by 
foreign governments, the chapters 
on the establishment of sub- 
sidiary companies abroad and on 
joint selling organisations are par- 


PRINTERS 


° 
ADVERTISING AGENTS 
and their clients 


SINCE 1894 


LETTERPRESS 
AND OFFSET LITHO 
For Prompt Service Thelen NOW: 
London Director, 
VEEVERS & HENSMAN LTD. 
1 Norfolk Place, London, W.2 
Paddington 5747 


ticularly valuable. Nor has the 
question of relief from double 
taxation been neglected. 


After building up successfully 
a good home trade, a small manu- 
facturer often wishes to enter the 
export market. The problem is 
how to go about it. The second 
section of this book deals with 
such problems in a very detailed 
manner and without ambiguity 
and also makes the distinction 
between the method where the 
export business is very much 
subsidiary to home sales, and 
where export trading assumes 
more than a casual character. 


Complicated procedures 


The export trade, for those 
engaged in it, involves entering 
into a_ variety of contracts 
embodying clauses which are not 
normally found in the home trade 
and for the average exporter it 
would be difficult to find a more 
comprehensive and practical 
guide than that supplied in this 
book. 


Again, for the newcomer to the 
export trade, the chapter on the 
acceptance and rejection of goods 
is of great importance, because 
it states with great clarity the 
responsibility of the exporter to 
ensure that, amoag other things. 
the goods delivered are up to 
specification. 

To conclude. this book is essen- 
tially practical and for anybody 
connected with the export trade, 
a valuable guide to the legal side 
and also to the many government 
regulations affecting foreign trade. 


This window display for the 
Dorothy Gray “Clipstick” has 
been designed and produced hy 
Arthur Upton (London) Ltd., in 
conjunction with Heinz Kurth. 
The pictures emphasise the fact 
that the lipstick “stays where it's 
put’ in the handbag. 
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UCTION EA 
* 


4,000,000 cubic feet... 


of Factory space employed by us are busy producing all kinds of three-dimensional sales aids that have 
made C.D.O. quality and service renowned throughout this country to men engaged in the art of advertising. 
To say more would be to spoil it . . . but, seeing is believing, and that is why we would like you to tell us when 
you are able to come and see if what we are deing here may be of use to you in your own sales campaign. 
We make here shop-fronts, scale models, sets and scenery for commercial T.V., travelling exhibits, counter 
aids, window displays, animated * attention-catchers ’ and lots more—but you will also have a glimpse of 
our development work, which ensures that displays made by C.D.O. tomorrow will be way ahead of what 
is being used by your competitors today. 


CITY DISPLAY OR GANISAT 


30 UXBRIDGE ROAD - LONDON, W.12 - *SHEPHERDS BUSH 1281 
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TRADE AND TECHNICAL PRESS VIEWPOINT 


Readership grows with the strength and quality 
of a journal’s contents. The policy of 
timidity does not pay because— 


Advertising revenue follows 


sound editorial policy 


“A JOURNAL without an 

editorial policy is like a 
ship without a rudder; it has 
no directional force and its 
course inevitably wanders and 
wavers at the mercy of every 
puff of wind. 


“According to the whim of the 
moment, which might well 
depend upon his state of health 
or whether he had had a good 
lunch or not, an item of news 
may equally well set the editor 
off on a diatribe as upon a 
eulogy. If something comes 
along that seems a good thing, 
well give it a push! Nothing 
more is heard of it since, in the 
meantime, something else will 
have turned up.” 


Those words were addressed to 
readers of Yachting World re- 
cently and they formed the open- 
ing paragraph of a leading article. 
entitled “Designing Competition.” 
Intrigued, I read on: “On the 
other hand, editorial policy may 
be influenced entirely by the ad- 
vertising revenue. The attitude 
of such a publication is one of 
timidity, no one must be 
offended, everything must be 
praised and nothing criticised. 
The editorial matter in the journal 
is largely inspired by the necessity 
to hand out editorial puffs to ad- 
vertisers. . . . Those responsible 
for such a policy lose sight of 
the fact that the best editorial 
inevitably attracts the biggest 
readership, and therefore both 
reader and advertiser get the best 
value.” 


World wide response 


The editor then went on to say 
something of the very practical 
policy of his own journal: 
“Since the war we have run a 
number of designing competitions 
all of which have brought entries 
from all over the world. Apart 
from the great instructional value 
of the critical publication of the 
designs of the leading competi- 
tors, our competitions have been 
the means of bringing to the 
notice of the public the work of 
young designers of merit of whom 
they might never otherwise have 
heard.” 

There followed the news that 
a mew competition was being 


launched by the journal. 

Well, all I can say is that I 
heartily agree with such “trumpet 
blowing” on the part of a journal 
which definitely has something to 
crow about. 


Bouquet for advertisers 


ANOTHER MAJOR trade journal 
celebrated its 21st birthday re- 
cently, and under the heading 
“21 Years of Service to the In- 
dustry” the editor of Confection- 
ery Production had a kind word 
to say about the advertisers. 

“How grateful we are to our 
advertisers, many of whom have 
not missed an issue throughout 
the past 21 years,” he wrote, 
going on to add that “at exhibi- 
tions in Britain and Europe it is 
often said that displays do no 
more than illustrate the advertis- 
ing and editorial pages of Con- 
fectionery Production. That, we 
suggest, is the highest possible 
compliment that can be paid to 
ali concerned.” 

The journal has a very wide 
distribution abroad, and _ this 
February’s birthday number made 
a powerful point of it by listing 


says SCRUTINEER 


the countries involved, and point- 
ing out that “if China and the 
remaining few of the Near East 
and South American countries 
could be added to the list, 
then world-wide coverage would 
be complete. And that is not a 
bad record.” 


* * * 


THE SUGGESTION that electrical 
retailers are not cashing in as 
they could do on the “Do-it- 
Yourself” craze was made in a 
recent issue of the RTRA Maga- 
zine. 

In an article enlivened with 
snatches of humour and cartoon 
drawings, J. H. M. Sykes ex- 
plained how the growth of the 
cult, boosted by manufacturers’ 
advertising, could make the tills 
jingle in the electrical appliance 
shops. 

Here is a sample of his words: 

“Selling the drill is a legiti- 
mate electrical transaction ; and 
if the drill must have a stand, 
and that stand is easily convert- 
ible into a_ triple-expansion 
sausage-skin stretcher by the 
addition only of Part 1178H, 


Royal visit to exhibition 


During the Hotel Catering Exhibition held at Olympia, the Queen 

Mother toured the stands, and is seen here inspecting the one 

produced by Reid Walker Advertising Ltd., for Charles Baker & 
Co., Ltd. 
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then why not stock that, as 
well ? 

“But it doesn’t stop at the 
workshop. There's the garden. 
Any hedge not trimmed with 
an electrical hedge-cutter will, 
in the very near future, hang its 
branches in shame.” 


He went on to explain that the 
home handyman isn’t content 
with drilling holes and turning 
imitation Chippendale chair legs ; 
he wants to decorate his house in 
accordance with the hints his wife 
culls from the glossy magazines 
; But the first thing to do 
is to strip off the old paint. (Do 
you sell paint-strippers, electric- 
ally heated ?) 


Jubilee year begins 


Tue Fepruary issue of Modern 
Motoring and Travel marked not 
only the opening of the journal’s 
silver jubilee year, but also the 
start of major policy changes in 
editorial approach and outlook, 
readers were told. 


The leading article put it this 
way: “The future shows no 
diminution of opportunity and 
scope for the production of a 
high class periodical devoted, if 
basically to the cause of the dis- 
criminating motor car owner 
and/or user, specially also to 
those innumerable ancillary 
activities and interests more than 
ever inseparable from modern 
motor car ownership and use. 


“The reader, too, can aid 
materially in this drive for 
augmented contents and presenta- 
tion. We welcome constructive 
criticism. Indeed, it is this close 
liaison with, and deep respect for, 
the wishes of patrons over the 
years which, more than anything 
else, has helped in achieving 
universal goodwill.” 


Importance of service 


THE VITAL importance of ser- 
vice after sales has been stressed 
by Commercial Motor, which 
pointed out that although most 
owners of fleets of vehicles have 
their own repair depots, the 
majority of qperators have no 
such facilities ; neither have they 
the financial backing to meet the 
contingency of having a vehicle 
off the road for an extended 
period. 


“It is the many hundreds of 
small men who look to the 
vehicle makers and distributors 
for those facilities which will 
enable them to keep the wheels 
turning,” it was stated. “Every 
week hundreds of new vehicles 
take the road and although a 
small number also finds its way to 
the breaker’s yard, the problem 
of providing adequate service 
facilities throughout the country 
grows from month to month. 


“To sell a vehicle may be easy, 
but how many distributors can 
back their energetic sales propa- 
ganda with comparable after- 
sales service? ... 

“Vehicle manufacturers should 
do everything in their power, 
even to offering financial assist- 
ance, to encourage the building 


@ Continued on page 38 
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Retail 
Confidence 


makes this important trade journal the vital 
backing to every textile marketing campaign 
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& PARTNERS LTD 
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FOOD 


MANUFACTURE 
FOR THEIR CLIENT 


MORTON 


MACHINE CO.LTD 
WISHAW, SCOTLAND. 


Manufacturers of 

Mixing Machines, 

for those engaged 

in the preparation 

of Food Products. 
SRA ES a 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUPS 


aint 


anufacture 


aramount 


edium 


for advertising to 
the Surface Coating 
Industry 


Largest world sale to the 
manufacturers of paints 
and related products. 


Publishers: 
LEONARD HILL LIMITED 
Stratford House, 

9 Eden Street, 
London, N.W.! 
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TECHNICAL PRINT REVIEW 


Exhibition catalogues 


that catch the eye 


r[tHE chairman of Lloyds 
-“ Bank Arts and Crafts 
Society, C. F. Greatbach, 
writes to say that he is always 
interested in these “ vigorous 
and informative” articles, and 


sends copies of the last two 
catalogues of his 
exhibitions. 

He says he knows I do not 
like Wide Latin, but also com- 
ments, of the 1954 cover, “doesn’t 
Well, as a 


Society's 


this one get by?” 


By ROGER DARCY 


matter of fact, I far prefer the 
Wide Latin printed (for the sixth 
exhibition of 1954) black on a 
good buff paper to the Chisel of 
the 1955 cover printed red on a 
blue background (this latter cata- 
logue cannot satisfactorily be 
reproduced). 

It must be admitted that the 
1954 cover is much more effec- 
tive but whether the pleasing 
classical design of the Lloyds 
Bank horse is in keeping with the 

@ Continued on page 39 


A double-page spread of one of the Redfern organisation's new | 


leaflets designed to boost advertising rubber mats. 


are the work of Emett. 


TRADE PRESS VIEWPOINT _ continued 


and equipping of premises for the 


speedy servicing of the vehicles 


| they build.” 


* * * 


DisTRIBUTOR, AGENT, trader 
what do they mean? In theory, 
says Caravan and Trailer Trades 
Journal, a distributor has whole- 
saler’s rights and obligations. In 
practice he may be merely some- 
one enjoying the maximum dis- 
count. In law, an agent is one 
who acts for another, but the 
status is claimed by a caravan 
dealer or garage owner who 
merely passes on an order, often 
after trying to sell a different 
make. That dealer may be a 
recognised trader; he is in no true 
sense an agent for the make 
ordered. 

“Is there a case for dropping 
the term distributor, which never 
meant anything to the public and 
now means very little to the 
trade?” asks the journal. Agent 
means something definite, though 


the name may be mis-applied. A 
dealer’s status. and the discounts 
that go with it, must be firmly 
related to the service he gives to 
the manufacturer and to the 
public. If those services are not 
given, the dealer is nothing but 
a middleman taking a rake-off. 


Equipped for service 


“We want agents who work for 
their manufacturers, by stocking, 
advertising, and selling, and they 
should be qualified and equipped 
for service to the public,” con- 
tinues the CTTJ, adding, “ We 
want main agents who accept 
more responsibility towards the 
manufacturer and are still better 
equipped for service. And there 
could be registered traders who 
qualify for some discount by at 
least helping to sell caravanning. 
If the manufacturers cannot do 
this urgent tidying up now, on a 
sellers’ market, it never will be 
done.” 


The drawings | 
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THE 
PAINT 
MEDIUM 


Paint Oila Colour 


JOURNAL 


The right paint medium is of 
fundamental importance 
whether it concerns a raw 
material or a trade journal. 
The Paint, Oil and Colour 
Journal is the only journal in 
its field which has the authority 
of an ABC certificate behind 
its circulation figures. Each 
copy has a proved average of 
four readers. It is just a fact that 
all executives in the industry 
regard it as their journal. 
RRS RIN So 
Advertising rates from the Paint, Oil and 
Colour Journal, 83/86, Farringdon Street, 
London, E.C.4. Telephone : City 4788 '9,6640 


ESSEX COUNTY 


STANDARD 


SERIES 
LARGEST IN 
RURAL ESSEX 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET W.2. 
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A business card that VC HAPPERS WINE & SPIRIT GAZETTE: WARPERS SPORTS KGAMES 
arrests attention 


APRIL 18th 
is the 
CLOSING DATE 
for all COPY and BLOCKS 
for the 


JUNE ISSUE 
of 
HARPERS 
EXPORT Wine 
& Spirit Gazette 


53910 JOVUL SIINVI Iddv 8 1VOD 


HARPERS GUIDE TO THE SPORTS TRADE-HARPERS EXPORT WINE & SPIRIT GAZETTE 


Designed by Ken Bromfield for Arthur Upton (London) Ltd., this 
‘ye-shaped business card stands little chance, in Roger Darcy's opinion, 
of being thrown away or filed without being studied. 


Advertising tariff and full particulars 
from:— 


HARPER & CO., 
8 Lioyds Avenue, London, E.C.3 
ROYal 3838/9 


rather harsh typography is 
another matter. 

The printing of Chisel in red 
is a mistake. It would have 
been more easily read if it had 
been in black. In any case I 
do not think it mixes with the 
highly decorative border that 
has been given to it. 


The society seems to be very 
fond of Centaur and Arrighi 
italic as these are used not only 
for the contents of the catalogues 
but also for their letterhead. A 
charming choice. 

Print designers, Arthur Upton 
(London) Ltd., recently commis- Shi 1 Cc nies 
sioned Ken Bromfield to design pp p | + 
an original and arresting type of ! ing ompa — 
business card—one which would dvertisi 

' advertisin 
not be thrown away or filed with- Wide Latin has been used effec- through the 9 
out being studied. tively on this exhibition catalogue columns of 

His answer to the problem cover says Roger Darcy. 


we te ae eae oe TE CHIEF STEWARD 


takes the form of a .«. information about Upton’s. The 
shaped card printed letterpress Other is eye-shaped, with an oval AND SHIPS’ STORES GAZETTE 


in blue, black and red. on two 4Perture to the right of its centre , 
pieces of board. One piece is Point. The two pieces being Rand by te Quotes ant Fetes Oe 


‘ Shipping Companies and Ship Stores Merchants. 
circular and carries necessary @ Continued on page 40 
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HARPERS DIRECTORY & MANUAL - HARPERS DISTILLERY MAP - 


oa 
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Sell to the 


Khe Aget« & Ceefte Society 


Send for @ specimen copy ond rate card: 
Chief Steward and Ships’ Stores Gazette, 26-28 Billiter Street 
London, E.C.3 


Telephone No. Royal 5322 


TUSCAN 


A reliable medium or HOME and EXPORT 
advertising, reaching the firms that matter, 
and read by executives in all branches of the 
Metal and its allied industries. 


Y TUESDAYS AND FRIDAYS 
Adderley. TWICE WEEKL E 


Tel: Published by METAL INFORMATION ay \To 
Roger Darcy gives full marks for a catalogue issued by the London | HYDE PARK Birkett House, 27 Albemarle Street, London, W. 
Brick Co., Ltd., and produced by E, Walter George Ltd. The brick $805 


products are shown in full colour and bled off. The above is a WRITE FOR SPECIMEN COPY E RATES ) 


reproduction of a double-page spread. 


Advt. 


Manager: 
William C. 
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TECHNICAL PRINT LEGAL 


RE VI E W _ continued 


A page from the brochure issued 

by Plannair Ltd., which Roger 

Darcy considers to be a very 
clean piece of publicity. 


attached by a metal eyelet, the 


disc can be rotated behind the- 


“eye,” and each item of informa- 


tion appears in turn within the 


aperture. 
Ingenious, I suggest. 
Two pamphlets, 
Arthur Upton’s imprint, for Red- 
fern advertising rubber mats, are 
certainly a change from the bor- 
ing material one sometimes finds 
on one’s desk. 
Beautifully printed in light 
pastel shades, they certainly 
are, but the great charm is pro- 


| 


bearing | 


vided by the intricate draw- 


ings by that genius, Emett. 
Each drawing deserves close 
study. In any case, you are 
bound to open the leaflet and 


find that the way to remind the | 


shopper of your product is to 

have a rubber mat with your 

name on. 

A very clean piece of publicity 
comes from Plannair 
brochure explaining the prin- 
ciples of specialised air cooling 
by means of axial flow blowers. 
This was designed by Roles and 


Ltd.—a | 


Parker Ltd. Most pleasing is the | 


colour combination of light blue 
and yellow, and the contem- 
porary outlook shown through- 
out. 


Unusual type face 


An interesting point about 


this brochure, however, is its use | 


CONTRACTORS’ RECORD 


for headings of a rarely used 
monotype face—Placard. This is 
a condensed sans serif with very 
short ascenders and descenders. 


In the weight used in the Plannair | 


brochure the dot on the top of 
the lower case “i” is rather like 
a lozenge. 

A rather suave job, for which 
full marks can easily be given, 
has been produced by E. Walter 
George Ltd. for the London Brick 
Co., Ltd. A chaste cover in brick 
red with reverse type in white 


carries a small embossed royal | 


coat of arms. On the back is a 
@ Continued on page 4! 


Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly 
for practising F 


solicitors. = 
21.RED LION ST.. WC. G44 6855 


The Shoe and Leather 


Record 


Founded 1886 


The Pioneer and 
Progressive Paper 
. 
GRANVILLE HOUSE 
ARUNDEL ST. LONDON 
Tel. TEM 5524/6 


wc2 


SPENCER HOUSE, SOUTAP PLACE, E.C.2. 
Telephone : ARCH 0666 
Telegrams : ALSHUNUZE LONDON 


CIVIL ENGINEERING — 
CONTRACTING = 


and 
Municipal Engineering 


(1908) 
Read by 
the Contracting and 
peaeamnc « Industry 
an 


every Municipal Engineer 
throughout the United Kingdom 


LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 
TEMPLE BAR 6591 /2/3 


The Monthly 
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TRADE ANI 


MILK TRADE FOOD 


WILK INDUSTRY 


“DAIRYING_ 
PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 
Journal in British Dairying 
The Milk Industry, 

37, Queen's Gate, London, S.W.7 
Western 9816 


MEAT TRADE 


Meat Trades’ Journal 
Weekly net sales exceed 
33,000 
For 66 years the official 
organ of the meot trade 
5 CHARTERHOUSE SQUARE, LONDON E.C.1 


FOOD MANUFACTURING 


24 YEARS 
OF PUBLICATION 


REVIEW. uTro.. 


ve 
FOOD TRAON  Lonon.W.C.2 


7. GARRICK sTaet 


OVER 90%, 

OF WHOLESALE 
DISTRIBUTED 
CONFECTIONERY IS 
HANDLED BY THE 
READERS OF 


THE BAITIGH FEOERATION OF wrens. 0 
THE wm ween Ore 
HOLESALE 


Published every month 


Aavertising Contractors, 
W. P. GRIFFITH & SONS LTD., 
184 Clerkenwell Rd., E.C.!. 


TERminus 7363 


BAKERS’ 
REVIEW 


The official journal of 

The National Association 

of Master Bakers and 
Confectioners 


| BUCKINGHAM PALACE 
GARDENS, LONDON, 
Tel.: SLOane 0341 S.W.1 


PACKAGING 


CANNING AND PACKING 


Specialist monthly magazine for 
manufacturers, canners and 

users of containers and other 
ete ge materials. 


CANNING PUBLICATIONS 
14-15 COLEMAN ST., LONDON, E.C.2 
Tel.: MONarch 1995 


THE PROCESS JOURNAL 


HIGHLY VALUED for its 
TECHNICAL ARTICLES 


7“ 

Ever-widening circulation among 
artists and craftsmen in all 
graphic processes. 

* 


SOCIETY of LITHOGRAPHIC ARTISTS, 
DESIGNERS, ENGRAVERS AND 
PROCESS WORKERS 


54 DOUGHTY ST., LONDON, W.Cc.! 
Tel:- HOLBORN 0591 


ENGLISH ILLUSTRATED 


he international English 
eet linking wt erchen. 
lish- 


with everyday life 
speaking countries. 
The key to foreign business through 
world interest in the English language. 
Box 113, 60 Market Street, 
Watiord, Herts. 


CLAY PRODUCTS AND BRICK MAKING 


THE BRITISH CLAYWORKER 

Leading world technical Journal for 

Brick, Tile and —~aoetd Ware 
Industries 


Overseas Sales equal 3% of total 
circulation. 


CLAY & BRICK PUBLICATIONS LTD. 
23 Tavistock Street, London, W.C.2 
TEMple Bar 7664 


: 2 ll a 

, | = | | 

£ mee B SOLICITORS JOURNAL Register A: 

; a 1 we | 

on ee 

—__ |_| —— 

: 

" a ds eck” SE . MISCELLANEOUS 

a —— The Shoe Lather Pesyyrs | aREUEN 

i po - on , EE ae 

q ee B LEADING Fost gw 

‘ “a | 
ee Deities 

“g ee 

G 


Apri 13, 1956 


SPECIALIST 


HEALTH, HYGIENE AND 
SANITATION 


THE 
MEDICAL OFFICER 


Since 1908 the only professional weekly 
for doctors in the 
PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 wy ST., LONDON, E.CA. 
LEET STREET 5574/5 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching all members of the 
Institute of works and High- 
ways Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn ¢502. 


The 


MUNICIPAL 
JOURNAL 


founded 1893 
The only weekly technical 


journal read in every local 
government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


THE ROYAL SOCIETY 
OF HEALTH JOURNAL 


CIRCULATION 12,925 ABC 
(Period July-Dec 1955) 
IN MUNICIPAL AND 
ALLIED HEALTH FIELDS 
90 Buckingham Palace Road, S.W.! 
SLOANE 5134 


NO WASTE CIRCULATION 


The officers responsible for recom- 
mendation and purchase of all equip- 
ment used in street ——> 
collection and disposal, read . 
PUBLIC CLEANSING AND 
SALVA 


GE 
70 VICTORIA STREET, S.W.! 
Tel.: VICTORIA 9132/3 


romps 


Publications 


~ PAINT AND PRINTING 
INK TRADES 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 
ASSOCIATION 
Monthly publication with 
world wide coverage, having 
a leading position in technical 
literature. 


Memorial Hall, 
ae 7 E.C.4 
2120 


Monthly journal 
for the paper buyer, 
merchant stockist 
and printer. 


®3 TUDOR ST.LONDON.EC4 


EDUCATION 


EDUCATION 
The Official Organ of the 
Association of Education Committees 
Published every Friday 
AVOUT ARTETA 
Read by Members and 
Officials of Local Educa- 
tion Authorities, School 
Governors and Managers, 
and others engaged in 
national education. 


10 Queen Anne Street, 
London, W.1 Museum 1425 


GAS SERVICE 
AND DOMESTIC COKE 


The onl th exclusive! 

for che stew and es of ae 
Gas industry. 

11 BOLT COURT, FLEET STREET, E.C.4 


FLEET ST. 2236-7 


‘THE BRITISH 
and Overseas 
PHARMACIST’ 


For the buyer and technician in 
hospitals, pharmacies and laboratories 
everywhere. 


194-200 Bishopsgate, E.C.2. Ave 1444/5 


GAS JOURNAL 


FOUNDED 1349 

The leading weekly newspaper 
for the Gas eon 

11 BOLT COURT, FLEET STREET, E.¢.4 

FLEET ST. 2236-7 


OyERS Stas sane 


TECHNICAL PRINT 


EW SPAPERS 
PERIODICALS 


Pass your Overseas Space Buying 
problems to 
PUBLISHING & DISTRIBUTING 

CO. LTD., internctional Press 
resentatives. 177 REGENT ST., W.!. 
Tel.: REG 65345. (Note new address) 


. PAINTING AND 


CORATING TRADE 


PAINTING & 
DECORATING 


Formerly The Journal of Decorative 
Art & British Decorator. Est. 1881. 


The Leading journc! for all assecioted 
with the Painting and Decorating Trade 


MUNICIPAL WORKS AND 


LOCAL GOVERNMENT 


AND MUNICIPAL AND 
COUNTY ENGINEER 


The influential journal for all 
advertisers who sell to 

Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
ADVERTISEMENT 
MANAGER, 

$2 Russell Square, WC1 
Telephone : Langham 8197 
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This is the cover design of the 
first electric lamp price list in 
Welsh. Distribution has been 
arranged for North Wales. Most 
Welsh speakers are found in the 
counties of Anglesey, Merioneth, 
Denbigh and Caernarvon. 


simple trade mark for Phorpres 


products. 
The printing of this cata- 
logue is a tour de force. Each 
facing a full 


From Deloro Stellite Ltd., of 
Birmingham, comes their latest 
publication. They explain that 
they do not use an advertising 
agency but that the leaflet was 
designed by themselves, art work 
being prepared by Graham 
Studios Ltd., Birmingham. Print- 
ing in four colours was by the 
Brandwood Printing Co. 

It- has a very striking cover, 
basically in red, black and yellow 
showing molten steel being 

ured. Lettering is grot and 

gyptian and is quite effective. 
Contents use various sans serifs 
and grots. 


MUNICIPAL 
ENGINEERING 


founded 1874 


Reaches all members oj the 
Institute of Works and High- 
way Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn 5502. 


LUBRICATION 


= aarw 
Accentiy. 1a 


Lusgicsrion 


TE, OWLYtndeendn ore 


Read by Works Engineers, 
Machine Designers, Oil 
Com — Executives, etc., 
ALL OVER THE WORLD 


SCIENTIFIC PUBLICATIONS 
3 Clifford Street, London, W.! 
Telephone: REGent 7996 


eee ay ss re apse J cee ‘4 - a, : i ; x . ; a ie 
FS 41 P| 
nm ls 
Po 
a _ Vaz a ~ a 
) 7 fide as 
- <n fe a hy —_ 
j + > » eee } 
fi Ss < i 7 4 : 
ee R a> - , | | 
— 7 
| al 
= ‘e “ha 
.% Fr 
S 
.=— 
THE PAPER —_— ie Sy 
MARKET _ 
Po 
[| a = po 
colour biled-off illustration of 
particular brick products which 
ei, 27 ——ae oe Sundae bom ts colar 
— . 
= =) 
_ — 7 
| . 
i 
—___— rr —_ 
_ 
TY a Pe ; 
Pp 
Po a a  newes tae, emininss ween 
———EE | 
bt ; , 


ADVERTISER'S WEEKLY 


Comer 
im conmnitort 


. . « With every facility to hand 
100 to 200 can enjoy the many 
advantages of the self-contained 


urleigsh (Ss uite 


with its splendid service’ and 
appointments. Luncheon, dinner or 
buffet is available and, of course, is 
always to the high standard expected 
at the.... 


Stramed Palace 
lnlote) 


STRAND W.C.2. TEMPLE BAR 8080 


THE BRITISH JOURNAL OF METALS 


KENNEDY PRESS LTD 
SO TEMPLE CHAMBERS 


31 KING ST. WEST 
TEMPLE AVENUE 


MANCHESTER 3 
LONDON E.C.4 


/ nent indication of 
| might be built to attract the 


| recentl 
| authority by the General Billpost- 
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Battle memorial merged 
with poster display 


HE bones of some of the 

soldiers who were killed 
at the battle of Prestonpans 
(September 21, 1745) were 
unearthed in 1954 and it was 
felt that some more promi- 
the site 


attention of visitors. 
When application was made 
to the county planning 


ing Co., Ltd., to build a number 


| of modern poster panels on the 
| site of demolished buildings at 


Meadowmill on the North 
Berwick-Wallyford Road, F. P. 
Tindall, county planning officer, 


| saw the possibility of incorporat- 
| ing into the design a feature to 
| commemorate and mark the site 
| of the battle. 


The management of the com- 


| pany fell in with the project and 
| agreed to bear the whole cost of 
| it and as a result of close co- 


operation with the East Lothian 
County Council an attractive dis- 


| play has been put up consisting 


of an enlarged contemporary map 
of the battle and an authentic 
account of the engagement. 
There is also an up-to-date map 
showing places of historical 
interest in the vicinity and these 
three pieces are flanked on the 
one side by a figure of a highland 
soldier and on the other by a 
soldier of the 44th Regiment of 
Foot (now the Essex Regiment) 
which took part in the action. 
Each figure is eight feet high. 


Landscaped presentation 

The whole site was first cleared 
and levelled and fresh soil laid ; 
300 young ash and sycamore trees 
have been planted to landscape 
the whole display, and the fore- 
ground has been pleasantly laid 
out. The entire design was 
evolved by the East Lothian 
county planning department and 
the construction carried out by 
the General Billposting Co., Ltd. 

It is believed that this is the 
first project of the kind in the 
United Kingdom to be under- 
taken by a poster company. 


For exhibition during the next two years at railway stations through- 
out the country, 2,000 copies of this quad royal decorative map poster 


| of Somerset have been printed by the Waterlow organisation. 
artist was L. Bowyer. 


The 


When it calls for OFFSET— 


telephone SWAINS 
BARNET 2201 (3 lines) 


John Swain & Son Limited 
COLOUR PRINTERS 


164 High Street - Barnet 


- Herts 
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who 
points 


out 


the 


pitfalls ? 


It’s little use hoping for the best when you start planning what to print on, 
You can’t monkey about with paper. Your choice of materials 
will inspire the mood of the project or shatter it. To help you to avoid the traps 
that paper sets, and select the kind most brilliantly apt for the purpose, 


why not simply : 


speak to Byuteas 


SPICERS LIMITED - ig New Bridge Street - London EC4 . Telephone; Fleet Street 4211 
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BRIGHTON 


Welcome to all the delegates attending the Advertising 
Association Conference—they’ll find that Brighton makes 
business a pleasure and ‘off-duty’ hours a delight. 
Brighton, sunny as its name, is the ideal spot to hold 
Conferences, Trade Fairs, or any business ‘ get-together ’. 
Handy for London (fast trains hourly to and from 
Victoria), with first-class accommodation available. 
Welcome to everyone who visits Brighton. They'll enjoy 
the 5-mile seafront, gay piers, the famous Royal Pavilion, 
excellent stage and film shows, and every kind of sport 
and entertainment. 

Send 6d. P.O. for Guide (Post Free) 

Hotels and Accommodation List Free from 

G. E. M. JOHNSON, ROYAL YORK BUILDINGS, BRIGHTON 


Greetings 
to all delegates 
attending the 


Advertising 
Association 
Conference 


from the directors of 


Charman Davey 
Callie & Co Ltd 


86 Gloucester Road, Brighton, 1. 


Specialists in Outdoor Advertising 
for over 75 years 
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‘THE MAYOR’S 
MESSAGE .. . 


TO AA CONFERENCE DELEGATES 


The Mayor of Brighton, Ald. 

J. A. Trevelyan Leak, writes : 

It is a particular pleasure for me 
to extend a welcome to the 

| delegates attending the Adver- 
tising Association Conference 

| at Brighton. 

| Many of you will already be 
acquainted with the charms of 
our town. Both to you and to 
those who are making their 
first acquaintance with Brighton 
I send my best wishes for a 
thoroughly enjoyable stay. 

Our town has much to offer, with 
its fine shops, its wide variety 
of entertainments, its wonder- 
ful sea air and the delightful 
countryside round about. There 
is, I think, something for every 
taste. 

The subject matter of your Con- 
ference is something in which 
Brighton itself is deeply inter- 
ested and I hope that your 
meetings here will prove profit- 
able to the Association’s mem- 
bers and, perhaps, to Brighton 
as well. 


Ald. J. A. Trevelyan Leak. 


I need hardly say that we are 
flattered that once again our 
town should have been chosen 
as the venue for this annual 
gathering. 

I hope you will have a most suc- 
cessful Conference and that 
you will all visit us again soon. 


Full programme of golf and social 


events at AA Conference 


ITH audience participation at a maximum, and a full social pro- 
gramme planned, delegates at the new-style 1956 Advertising 
Association Conference can expect both an enjoyable and valuable 


four days. 

Delegate-golfers will spend 
Wednesday at the West Hove 
Golf Club and the East Brighton 
Golf Club, playing in a series of 
competitions. 

At West Hove, at 9 a.m., there 
will be a men’s competition, 
singles bogey. Delegates will 
choose their own partners, and 
the winner will receive the Presi- 
dent’s Trophy, presented by 
Lord Luke. There will also be 
runner-up and other prizes. 

In the afternoon, at 2.30 p.m., 
a four-ball bogey, Stableford 
(better ball to count) will be 
played off over the same course. 
Winners will receive the C. & E. 
Layton Trophy. There will also 
be runners-up and other prizes. 

The afternoon round will in- 
clude the Inter-Advertising Clubs’ 
Competition for the Leicester 
Evening Mail Challenge Bowl, 
now held by the Fleet Street 
Column Club. 

Clubs are invited to nominate 

| not more than four pairs and not 
fewer than two pairs. The aggre- 
gate of the best two pairs entitles 
the club to hold the Challenge 
Bowl for one year. The better 
of the two pairs will receive 
replicas of the Cup. 

Luncheon will be provided in 
the Club house. 

There will be a special competi- 
tion for ladies in the morning at 


9.30 a.m., at the East Brighton 
G.C. It will be an 18-hole medal 
round. Winner and runner-up will 
receive prizes presented by the 
conference chairman, Brian 
MacCabe. Luncheon will be pro- 
vided in the pavilion. 

All the golf prizes will be pre- 
sented at the civic reception in the 
evening at the Royal Pavilion 
(approximately 9.30-10 p.m.). 
Prizes are being presented by 
Lord Luke, Brian MacCabe, C. & 
E. Layton Ltd., G. Batterbsy Co., 
Ltd., and John Rosswick. 

At the reception, the first full 
Conference event, the Mayor of 
Brighton and the AA president, 
Lord Luke, will receive delegates. 
Dancing will follow the reception. 

In the chair for the opening 
session at the Dome, from 10 
a.m. to 12.30 p.m. on Thursday 
will be Lord Luke. Three 
speakers representing the Govern- 
ment, the trades unions and 
industry will set the theme of the 
Conference, “Advertising’s Task 
in the Changing Economy” (see 
page 3). 

In the afternoon, the six work- 
ing sessions will be held at the 
Grand, Bedford and Ship Hotels 
from 2.30 p.m. to 4.30 p.m. 

Titles of the sessions, and 
their chairmen, are : “Economise 
by Increasing Marketing Effi- 


@ Continued on page 46 
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On 
the 
14th April, 
1956, 
HOWARD PANTON 
LIMITED 


move 
from 
Kingsway 
Chambers, 
Strand, 

to 


PANTON HOUSE 
HOWARD STREET 
LONDON, W.C.2 


COVent Garden 0231 
(Ten lines) 


>» TEMPLE 


VICTORIA EMBANKMENT 


a! 


THIS MOVE, our fourth in twenty 
| years, takes us into what we hope will 
> be our permanent home. In Panton 

~ House we shall have far better facilities 
than ever before and ample room for the 
steady expansion to which we look for- 
ward, 


For an agency that started only shortly 
before the war, the last twenty years have not been all plain sailing. 
The war itself reduced us to a state of suspended animation. 
Peace found us with plenty of wounds to lick. But year by 
year, since 1946, we have consolidated and advanced. We have 
made many new friends—and, equally important, have kept our 
old ones. Today we can safely claim to be in the top flight of 
medium sized agencies. 

Although we have never coveted the handling of gigantic con- 
sumer accounts, we are privileged to serve many clients whose 
names are household words in their respective industries. We 
are equally proud of other accounts where we have started from 
scratch with a client and seen his advertising appropriation grow 
from a ‘ shoe-string’ to a substantial sum as his business has 
increased. 

Much of our new business has come through the persona! 
recommendations of our clients. Other prospective advertisers, 
however, may welcome this introduction to just the kind of 
agency they have been looking for. 


We are small enough to guarantee that every account has the 
personal attention of a Director; big enough to have our own 
first-class creative department—fully equipped either to initiate 
schemes or to interpret and execute our clients’ ideas. We are 
prepared to advise on all aspects of advertising—but we never 
press a client to spend more than he considers the circumstances 
warrant. We would rather, where funds are strictly limited, 
carry out a pilot campaign along the lines we recommend—and 
wait for results to justify acceptance of our full-scale plan. 


Are we, perhaps, the sort of agency you have in mind? If so, 
we hope you will be one of our first visitors in Panton House. 
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Identification 


Chart 


Devised by F. Parkinson and 

R. Parsons. A very useful gadget 
for typographers, printers, 
publishers and advertising 
production men which presents 
a pletely new hod of 
identifying pala faces. Easy to 
use, it will save much of the time 
that is wasted in thumbing 
through type specimen books 
7s. 6d. net. 


PITMAN 


Parker St., Kingsway, W.C.2 


Labels + 


Well printed and cut to shape. 


Send for abridged price list. 
ARNOS PRESS 


120 HIGH ROAD, LONDON, 
—ENT 1825 — 


| Spring tonic for 


| tonic for 
Advertising... 


Breezy Brighton will provide a 


Delegates, just as the Conference 


| itself will be a tonic for the business 


| of Advertising. 


As the Hotel Headquarters for 


the 1956 Advertising Conference | 


the Metropole welcomes all Dele- 
gates but regrets that they are now 
fully booked for the period.* 


The best of accommodation, fine 
food, and all the services of a first- 


class hotel await the enjoyment of | 
| those who have already made 


reservations with us. 


We have every facility for Con- 
ferences, Sales Gatherings, Trade 


| Shows, and other social and busi- | 


ness functions, and of course we 
are only one hour from London. 


The Metropole 
Brighton 


* For reservations at all other times 


| please phone the Manager, Brighton 24041 


Re 


| Clive Barwell, 


Conference | 


| the Dome will 
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Brighton—where they welcome conferences 


| The scene from the platform of the 


Dome, where most of the business 
sessions of the Conference will 
take place. 

The Dome is virtually the centre for 
many of the conferences which 
are held in Brighton—a town 
which is in itself well equipped to 
deal with such events. 

The Dome can hold 2,000 people, 
and the adjoining building, known 
as the Corn Exchange, can seat 
1,000 for business meals. 

Both are part of the historic Pavilion 
grounds, which are only a few 
minutes from the sea front, the 
railway and bus stations and the 


@ Continued from page 44 


busy shopping centres. 

any conferences are held in 
Brighton by the political parties, 
and all types of business and 
social organisations. 

They are welcomed by the Brighton 
and Hove Corporations, whose 
facilities include the free use of 
the halls for meetings, and free 
use of municipal sporting and 
entertainment facilities. 

Many of the town's leading hotels 
also provide not only private 
accommodation for delegates, but 
offer public rooms for business 
sessions and facilities for head- 
quarters organisation. 


PROGRAMME DETAILS 


ciency”—Paul Addis, 


chairman, 
UKTPE, Unilever Ltd. ; 


“Increase 


| Production with More Imagina- 


tive Technical Advertising” — 
general publicity 
manager, Mullard Ltd. ; “Improve 
Future Efficiency by Training 
Better People Better” (organised 
by the clubs}—Wm. C. Thielé, 
advertising manager, Yardley 
Ltd. ; “Increase Exports by More 
Skilful Advertising”—C. J. Harri- 
son, director, Horlicks Ltd.; 
“Reduce Wastage Through Im- 
proved Media Selection”—A. C. 
Buck, advertising director, Reckitt 
& Colman Ltd. ; and “Reduce the 


| Cost by Sharpening the Edge of 


Creative Advertising’—Philip L. 

Stobo, S. H. Benson Ltd. 
Admission to these “off-the- 

record” sessions will be by ticket 


=. ; 
e evening’s entertainment 
will be a midnight film presenta- 
tion, arranged by the Screen 
Advertising Association. The 
film to be shown will be “It’s 
Great To Be Young.” 

Friday’s business sessions at 
be devoted to 
reports and a summing-up of 


| Thursday’s working sessions. At 


the 10 a.m. to 12.30 p.m. session, 


| G. R. Pope will be in the chair, 


and the chairmen of the first 
four working sessions will report 
the discussion at their meetings. 
Further contributions will be in- 
vited from the floor of the hall. 

The remaining two working 
sessions will be similarly dealt 
with during the afternoon’s pro- 
ceedings, from 2.30 p.m. to 


4.30 p.m., with Sir Miles Thomas 

as chairman. The session will 

close with a summing up of the 

— as a whole by Mr. 
acCabe. 

In the evening, a buffet dance 
will be held at the Grand 
Pavilion, where a cabaret will be 
provided by Associated-Rediffu- 
sion Ltd. 


During the two days social 
events for the ladies have been 
arranged. 

There will be a fashion show 
in the Winter Garden at the 
Metropole on Thursday, from 
3 to 5 p.m., and the ladies will 
be the guests of World's Press 
News at tea. The fashion show 
will be presented by Horrockses 
(Fashions) Ltd. 

On Friday the ladies will go 
at the invitation of the directors 
of Westminster Press Provincial 
Newspapers Ltd. to a garden 
party at Parham Park. Coaches 
will be provided by the BET 
Federation. 

Final business session of the 
Conference on Saturday morning 
will be the Free-for-All at the 
Dome from 10 a.m. to 12.30 p.m. 


The advertising clubs will hold 
a lunch at the Metropole Hotel 
on Saturday, and this will be 
followed by a quarterly meeting 
of the Club Development Com- 
mittee. If necessary the proceed- 
ings will continue until Sunday. 

Throughout the Conference 
the social club at the Metropole 
will be open all day. 
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‘What sort of commercial 


do you rejoice in, Alice?” 


“ I don’t rejoice in commercials at all,”’ Alice explained. 

“ I rejoice at them. At least, at the best of them. 
Shall I tell you their names ? ” 

“* What’s the use of their having names ?”’ the Natty Gent said. 

“* No use to them,” said Alice, “‘ but great use to the 
people who buy the things they’re advertising.” 

“ All right,” said the Natty Gent —“ get on with your list.’"* 

“ Well there’s Murraymints,” Alice began, counting off the 
names on her fingers, “‘and there’s Prom. There’s 
Bovril and The Daily Mail and Omo. There’s Guinness 
and Maypole and The Evening News. And BP Super and 
BP Energol and H. Samuel and Brooke Bond.” 
After this Alice was silent for a minute or two, pondering. 
The Natty Gent remarked, “ I suppose you don’t know the 
name of the people who make all these commercials ? ” 

“ Indeed I do,” Alice said, “ it’s a people called 
Bensons — a sort of commercial firm, I suppose.” 


* Talking of lists, four Benson commercials have 
appeared (three of them consistently) in the Top Ten 
of the Gallup Popularity Poll for TV commercials. 


H. BENSON LTD. KINGSWAY HALL, LONDON, W.C.2. 
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Hjemmet 
takes you into NORWAY’S HOMES 


After a long period of fortnightly publication 
due to strict paper rationing, Hjemmet is now 
back on the bookstalls every week. While adver- 
tising space is still limited, no effort is being 
spared to make this traditional national medium 
available to as many advertisers as possible and 
it is hoped to increase the number of pages 
shortly. But please give us the maximum pos- 
sible notice of your requirements. 


‘Everything for the Ladies” 


now in its second year, is already established 

as a favourite among Norway's beauty-con- 

scious women. The magazine has’recently been 

enlarged, with the result that the space position 
has eased considerably. 


Exclusive British Representatives 


JOSHUA B. POWERS, LTD. 
14, Cockspur Street, London, S.W.1 


* 
WHitehall 3366 


THE NORWEGIAN 


.PRESS 


has continued to progress during 1955. To-day 
there is an A.PRESS paper in 36 % of all 
Norwegian homes. 

The purchasing power of A.PRESS readers has 
greatly increased since the war. 


he 


When you are planning your Norwegian adver- 


tising, make sure the A.PRESS papers are on 
your schedule. 


For all information 


14, Dover Street, London W. 1. 
Tel: Mayfair 8615 


success. 


| prizes. 
times a year, and at each draw 
| over 3,500 prize-winning bond- 
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Norwegian cost of living 


to take a sharp upturn 


Deflationary measures are being taken by the Norwegian govern- 
ment. Subsidies are being cut and a drive to encourage more 
saving has been put into operation. 


HE cost of living for 

Norwegians is bound to 
take an upward trend owing 
to the fact that the govern- 
ment has recently decided to 
cut subsidies by £6,750,000 a 
year. Coffee, sugar, margarine 
and flour are the items directly 
affected. 


According. to the Prime 
Minister, Einar Gerhardsen, the 
government hopes to stabilise the 
cost of living index at 150, com- 
pared with the existing 144. The 
subsidy cuts will add 1.7 points 
to the index, added to which 
increased agricultura! prices will 
push it up by two points and 
wage increases by another 1.5. 
The government envisages that 
the wage revisions pending should 
result in an average rate increase 
of about 24d. an hour. 


Drive for savings 


To stimulate saving, the 
government has made another 
issue of prize bonds to a value 
of altogether £3,750,000. Two 
such issues last year were a great 
Costing £2 10s. each, 
the bonds are repayable after 15 
years and the interest at 3.5 per 
cent is distributed in the form of 
Draws are held three 


numbers are picked out. The 
maximum prize is £5,000, tax- 
free, and the holder of a bond 
in the course of the 15 years 
stands a very good chance of 
winning one or more prizes. On 
a £3,750,000 bond issue, prizes 
to a value of altogether 
£2,000,000 are distributed before 
the bonds mature and are repaid 
in full. 


No taxes this 
year 


FROM NEXT year Norway will 
adopt the “Pay As You Earn” 
tax system. Up to now, Nor- 
wegians have paid tax on the pre- 
ceding year’s earnings, but under 
the new system, Finance Minister 
Mons. Lid said recently, it will 
be necessary to appoint an addi- 
tional 800 tax officials, almost a 
25 per cent increase on the 
present income-tax personnel. 

Because of the switch next 
year, Norwegians will pay no 
tax on their earnings this year. 

This year they are paying tax 
on last year’s earnings and next 
year they will start paying tax on 
their current earnings. 


NORWAY 


A suRveyY published lately by 
the Organisation for European 
Economic Co-operation shows 
that industrial production has in- 
creased in Norway more than in 
any other industrial country in 
Western Europe. From 1937 to 
1954 industrial production in- 
creased by 97 per cent, compared 
with Austria 94 per cent, Ireland 
83, Netherlands 82, Sweden 80, 
Italy 79, Denmark 65, Britain 57, 
Western Germany 46, France 36, 
and Belgium 22 per cent. 


Common market progress 


AT THE recent meeting of the 
Scandinavian Council in Copen- 
hagen, the principal subject dis- 
cussed was the establishment of a 
Scandinavian common market or 
customs union. A number of 
Norwegian delegates expressed 
the uneasiness which is felt in 
some quarters in Norway about 
the possible effects which a Scan- 
dinavian free trade area may have 
on the Norwegian economy. The 
Trade Minister of Norway, Arne 
Skaug, reiterated, however, his 
personal belief that a common 
market would offer Norwegian in- 


@ Continued on7page 49 


NORWAY’S OLDEST NEWSPAPER 


Mdresfeavifen 


Founded 1767 


TRONDHEIM— 
PIVOT OF NORWAY 


Trondheim, the ancient capital of 
Norway, and still the central focal 
point through which almost all North- 
South trade passes, is today a city of 
some 80,000 inhabitants, and centre of 
a prosperous and developing area. 

Adresseavisen covers the whole of this 
region, and its high journalistic reputa- 
tion and consequent intense readership 
give added impact to your advertising. 


Modresicavijen 


TRONDHEIM 
One of Norway's most widespread news- 
papers. Audited Circulation 3rd quarter 
1955: 50,883 
Exclusively represented in U .K. by 
JOSHUA B. POWERS LTD. 
14, COCKSPUR ST., LONDON, S.W.! 
Tel: WHitehall 3366 
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Steady progress towards Widening market for UK 


one Scandinavian market 


dustry great advantages. 

It was agreed by the council 
that the expert commission which 
is examining in detail the whole 
subject of a common market shall 
continue its studies and report in 
due course. The council will then 
discuss the possibility of estab- 
lishing such a market, but the 
parliaments of the countries con- 
cerned will make the final deci- 
sion. Finland was represented in 
the council for the first time. The 
other member countries are Den- 


mark, Iceland, Norway, and 

Sweden. 

New process for 
newsprint 


THE NORWEGIAN paper con- 
cern. A/S Union, has ordered a 
paper machine in Western Ger- 
many with a capacity of 45,000 
tons of newsprint a year. The 
machine will be the largest so far 
acquired by Norway. When in- 
stalled, three old machines now 
used by the company will be 
scrapped, so that the net increase 
in paper production will be 
30,000 tons. 

With the prices now ruling, the 
new machine will earn additional 
foreign currency at the rate of 
£1,300,000 a year. The A/S 


Advertising representatives: 


JOSHUA B. POWERS LTD. 


14Cockspur Street, London, S.W.| 
Telephone: WHitehall 3366 


creased paper production was 

ssible because a new process 
had been developed for using pine 
instead of spruce as raw material. 
Norway's spruce forests are 
already fully exploited, but there 
are good stocks of pine that now 
can be drawn on. 


Record numbers of tourists are 
expected this year in Norway. 
Glacier visits are popular. 


# 


\y 


\} 


Gowte go far 


exporters in Venezuela 


Big public works projects in Venezuela are giving rise to increased 
demands for imports and the Board of Trade have expressed 
optimism about the chances for British traders. 


N idea of the range of 

opportunities that await 
the energetic exporter to the 
Venezuelan market can be 
gained from an examination 
of the public works pro- 
gramme for this year. 


The overall expenditure has 
been given by the Board of Trade 
in a special report as amounting 
to about £100 million. Projects 
run from urban improvements, 
roads, schools, sugar mills, and 
hotel and tourist services, round 
to church buildings, ports and air- 
ports, mining, and markets. 


Two main aims 


The Venezuelan government's 
economic policy was _ recently 
summed up by a high official as 
resting upon two basic concepts : 
the rational transformation of the 
physical environment of the 
country’s inhabitants and their 

hysical, moral and intellectual 
improvement. 

With regard to the first, hous- 
ing, public buildings, highways, 
waterways, a merchant navy, 


living 


is not read. 


railroads industries such as steel 
and petro-chemicals, waterworks 
and sewage systems, schools and 
other facilities were being pro- 
vided under the national plan and 
that agriculture and livestock 
were not being neglected. 
Improving social services 
With regard to the second con- 
cept, continued the official, it was 
the Venezuelan government's aim 
to provide pre-natal care, hospital 
and health facilities, a balanced 
diet and physical training for 
every Venezuelan child, together 
with the development of curative 
medicine for the entire popula- 
tion. In addition, steps were 
being taken to spread primary 
education throughout the country 
and to increase training and 
higher educational facilities. 


Exports from the United King- 
dom to Venezuela (which are 
expected to exceed £25 million 
again this year) have almost 
doubled in total value since 1949 
and, in the opinion of the Board 
of Trade, there is no reason why 
they should not be redoubled 
during the next decade. 


More spacious 


In Oslo Aftenposten reaches 
90°% of all persons with an income 
in the £700 to £1000 per annum 
group, and 95%, of all those in 
higher income categories. 


The average annual income in 
households where Aftenposten is 
regularly read is £700, as. against 
£575 in households where Aftenposten 


we AFTENPOSTEN 


Norway’s leading advertising medium 
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LONDON ~DUBLIN 


48 882 wiaeies 
: 


AER LINGUS 


tRISH AIR LINES 


Eleven thousand copies of this new 
six-colour photolitho double royal 
poster designed for Aer Lingus 
(lrish Air Lines) by Jack Hayes and 
printed by the Ormond Printing 


Co., Ltd., Dublin, were produced— | 
4,000 of them with blank copy | 
panels for the insertion of tie-in | 


matter or route information. 


Minister speaks 
to Irish PROs 


When 
Institute of Ireland was addressed 


by the Irish Minister for Ex- | 
ternal Affairs, Liam Cosgrave, on | 


“Public Relations for Ireland,” 


he explained the organisation of , 
Ireland’s diplomatic representa- | 


tion abroad. 

He said that because of the 
small size of the missions it was 
not practicable to employ public 
relations officers or press 
attachés. It was, however, the 
custom for all officers to spend 


some time in the information | 
section of the Department of | 


External Affairs. 


Mr. Cosgrave was thanked for 
his address by Leslie A. Luke | 


and Aidan O’Hanlon. 


Before the Minister's speech, | 


at which the president of the 


Institute, E. A, Lawler, presided, | 
Charles E. McConnell presented 


the McConnell Medal for the 
best student in last session’s PR 
Course at the Dublin High 
School of Commerce. 
winner was James 

(Grosvenor Advertising). 


Double trouble 


The Society of Diploma Mem- 


Nolan 


bers of the Advertising Associa- | 


tion had to have two sessions 
for their meeting held at Pearl & 
Dean Ltd.’s_ private cinema, 
owing to the large number of 
members who wished to attend. 
The films shown were of the 
second International Advertising 
Film Festival 
talks were given by Colin Laird, 
managing director of Pearl & 


Dean Ltd., and Peter Brooks, | 


sales executive. 


| 


| 


the Public Relations | 


The | 


and explanatory | 


SILK SCREEN SERVICES 


| When next you have | 


a QUALITY job 


PUBLICITY 


SCREEN PROCESS 
PRINTING « DISPLAY 


© MULTIPLE DISPLAYS 
¢ SHOWCARDS 
* CUT-OUTS, Etc. 


53/55 WESTON ST. 
LONDON, S.E.! 
Phone: HOP 4178 & 5771 


see HM 
ccosesseneesent OHI 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYHAM PLACE nw: 


SHOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS ov 


POSTERS [all sizes) 
SHOWCARDS & DISPLAY 
UNITS 
SILK SCREENED or 
SINGLE COPY 


B & D ADVERTISING 


35 Merton Rd., London, SW18 
Telephone: VANDYKE 6860 


Z 


HYPNOCOLOR | 


SCREEN PRINTING 


IN FLUORESCENT 
AND 


SILK SCREEN INKS 


15-16 GOUGH SQUARE, 
LONDON, E.C.4 


(Adjoining Dr, Johnson"s Heuse) 
Telephone: CITY 2787 
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SHOWCARDS - POSTERS 


CUT-OUTS - DISPLAYS , 


~ SILK 
SCREEN PRINTING 


Lorge or smal! quantities 
on any material 


W.C.RAYMENT. 


COMPAWN 
RAYSIGN WORKS 
DURHAM ROAD. LONDON. N.7 


ARCHWAY: 25214 


36 NORTH ROAD, 


YORK WAY, LONDON, N.7 
— NORTH 3327-8 — 


SILK SCREEN 


Jano | 
LETTERPRESS 


| A powerful combination for | 
| long or short runs of colour 


printing. Any Materia! 


| OBELISK PRESSASIGVS LTD 


| Myron Place, London, S.6.13 | | 


Lee Green 6133/4 


Aprit 13, 1956 


H. J. Ryman Ltd., long es- 
tablished in the West End 
as Stationers & Printers, 
mow operate a quality 


Silk Screen department, 


specialising in high class 
showcards and window 
display material. Estim- 
ates are submitted 
promptly. Phone Museum 
8773 or write to (Silk 
Screen Dept.), 6, Great 
Portland Street, W.1. 


MiSCELLANEGUS 


choose 


, 
VINCI artists 


brushes 


Ask your dealer or VINCI brushes or 
write now to: 

L. P. Brush Co. Led., 
51 St. Stephen's Gdns., London, W.2 


SILK SCREEN MATERIALS 


SILK and 
SCREEN 

PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375. 


RTIS 


MM FAG MKRS. 
PRINTING 6 
185 HAYDONS RO. | PACKAGING 


WIMBLEDON,SWI9 
Joh, LIBERTY 4514 SPECIALISTS 


DESPATCHING 
SHOWCARDS!? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 2461 
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PHOTOGRAPHERS 


PHOTOGRAPHERS 
R. FOX L™ 


OF HAMPSTEAD, N.W.3 


PRODUCE 
THE BEST 


GIANTS 


FOR ALL 


EXHIBITION 
PURPOSES 


COLLECTIONS and DELIVERIES 
LONDON AREA—TWICE DAILY 


See Ware about 


Publicity Pictures 


with a news angle 


AC.KWARE service includes 


an extensive library of Colour 
and Monochrome pictures 


ACK.WARE (Aeepascs) LTD. 
28s Basinghall St.. Londen, £.C.2 


PET rapelt wn W847 


ENLARGEMENTS 


CALL IN 


CARLTOGRAPH 
WATERLOO 6544 


44-50, Lancaster Street, London, S.E.! 


& MANCHESTER 


3, The Parsonage, Bileckfriars 4052 


Owing to pressure on space, we 
regret that we have not been able 
to print all the advertising received 
for this feature. It is hoped that it 
will appear in our next issue. 


Su Supplies oe 


PHOTOGRAPHERS 


COWDEROY 
AND MOSS 


LIMITED 


Photographers & Colour Specialists 


25 MANCHESTER SQUARE, W.! 
Telephone: HUNter 99!! (2 lines) 


Photographic 


D s f ANY 
TINTS) size 
Write or Phone | QUANTITY 


Prato ee 


€ LILYWHITE LTD. 


. Yorkshire. Phone: 1240 
7 ‘Sanen ‘STREET, yt wl 
Phone: WELbeck 0938 


YOUR FILM &T.V. 
TITLE PROBLEMS 
SOLVED 


ring GERRARD 8197 


STUDIO. VERNON & TELEVISION 
TITLES. 


PHOTOGRAPHIC PRINTS 


100 
1000 
1000000 


a= <o 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. 


FLEET STREET 5300 or 7921 


WALTER BIRD 
ADVERTISING HEADS 
. Monochrome or Colour 
"Phone FRO 1018, 1019 
Photographic Illustration Ltd 


85 Cromwel! Road, S.W.7 


COMMERCIAL AND | 


Esto 1917 


of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


LIAVEPOPAGOD 
LST YD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 
and Exhibition 


FIRST-CLASS 
PRINTING AT THE 
KEENEST PRICES 


/, 


14) 143 Plashet Road, Upton Park 
London, £13 


display 


lettering 


Cut-out relief lettering, = qunmet, 
13 distinguished faces. 
3/16 to 12 inches. 


LONDON INDUSTRIAL ART LTD. 
3 All Saints Road, London, W.I! 


| said. 


Tel. PARK 9431 


| Memorial show 


to McKnight 
Kauffer 


A comprehensive exhibition of 
the work of E. McKnight 
Kauffer, the American who was 
recognised as the outstanding 


| exponent of modern art in British 


advertising between the two 
world wars, was opened in Glas- 
gow Art Galleries by the US 
Consul in the city, Robert W. 
Moore. The show, which has 
been organised as a memorial to 
the artist, who died last year, 
will continue until April 21. 
Nearly 150 items are on view, 
ranging from lorry bills, posters 


| of various sizes, press advertise- 


ments, book illustrations, maga- 


| zine covers, costumes for ballet, 


labels, invitation cards and con- 
cert programmes. 

Opening the exhibition, the US 
Consul remarked that modern 
society was accused of debasing 
artistic and cultural values and 
that accusation was levelled more 
at the United States than at any 
other society. He was glad to 
say that the work of McKnight 
Kauffer provided a complete 
rejection of that accusation. 


Transatlantic task 


Mote than any other US artist 
he had helped to bridge the gap 
between the American and British 
way of life, and by using the 
poster medium had gained con- 
tact with the British people in 
their daily lives. In these days. 
when there was need for the two 
great countries to be drawn closer 
together in their beliefs and aiti- 
tudes, the exhibition served as a 
welcome reminder of the bond 
between them. 

“The art of McKnight Kauffer 
makes at least two contributions 
to the concept of all art. One is 
that advertising posters can be a 
useful medium towards raising 
public taste, and as a corollary 
of that, advertising illustrations 
need not be the tasteless, garish, 
ugly material that it was,” he 


‘Clean the air’ show 


A Fuel Efficiency Exhibition 
will be held at Olympia, London, 
from October 2to 10. Its theme 
will be “Clean the Air,” and it 
will be under the auspices of the 
National Industrial Fuel 
Efficiency Service and the Com- 
bustion Engineering Association. 
It will be organised by Provin- 


| cial Exhibitions Ltd. 


Composite BIF ‘stand 


The Gauge and Tool Makers’ 
Association will have a composite 
stand occupying an island site of 
1,200 sq. ft. at the British Indus- 
tries Fair at Castle Bromwich, 
from April 23 to May 4. On this 
stand 45 of the 326 firms in the 
Association will show a range of 
their products, together with sales 
literature. 
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THIS WAS A CARLTON PHOTOGRAPH 


MAGAZINE ADVERTISEMENT IN COLOUR 


AGENCY: Dolan, Davis, Whitcombe & Stewart, Ltd. 
ART DIRECTION: Kenneth Martin eS i ie's 
Eo > + 
ADVERTISER: The Nestlé Company = = Nestlé S 
: ~—< 1's good. . very good! 
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LARGER 
GRANT 
FOR PATRA 


New terms for the Printing, 
Packaging & Allied Trades 
Research Association’s annual 
grant, which is on a five-year 
basis, have been —— with 


The current grant expired on 
March 31, and a deputation of 
Patra’s council met the DSIR 
industrial committee last Decem- 
ber to negotiate new terms. 
These have now been accepted 
by the council. 

For the next five years Patra 
will receive an annual block 
grant of £27,000 for £67,500 re- 
ceived from industry. Every 
£100 subscribed above this 
figure will earn £100 from the 
Government up to a maximum 
of £18,000. 

Resulting from increased sub- 
scriptions and membership, it is 
anticipated that the association's 
grant-earning income for the 
coming year will be at least 
equal to the one for the current 
year—which is approximately 
£73,500. 


£106,500 income 

The block grant of £27,000 and 
the grant earning income of 
£73,500, which qualifies for a 
further £6,000 together will 
therefore produce a total income 
of £106,500. 

The optimum income that 
Patra can receive in any one 
year is £130,500, excluding 
non-grant earning income—a 
figure calculated on the basis 
that Patra receives £85,500 
from industry. This qualifies 
for £18,000 (at £100 for £100), 
and these two figures, together 
with the block grant, give 
£130,500. 

The old terms were a_ block 
grant of £16,000 for £40,000 re- 
ceived from industry, plus the 
sliding-scale grant of £100 for 
£100, up to a maximum of 
£16,000 per annum. 

Although the Association is 
now required to raise a greater 
income from industry, an_in- 
creased grant can be received 
from DSIR. The terms are in 
line with the Government's policy 
of providing more financial aid 
for research associations pro- 
vided they receive greater sup- 
port from industry. 


24-hour service 


When new equipment recently 
installed by the Grant Production 
Co., Ltd, Birmingham, was 
demonstrated to representatives 
of the Birmingham press, the 
equipment was claimed by the 
firm to have enabled them to offer 
a 24-hour platemaking service to 
firms using any type of Rotaprint 
or Miultilith offset-litho rotary 
printing machines. 
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THE GRAPHIC ARTS 
—a weekly news survey 


Packaging research assesses 


‘journey 


which are being carried out by 
the Printing & Allied Trades 
Research Association were illus- 
trated by slides, and explained to 
members of the Institute of Ex- 
port last week when they were 


Patra. 

Packaging was both a pro- 
tection and an attraction. It 
was the means by which a pro- 
duct reached the consumer from 
the manufacturer in the condi- 
tion it left the factory for the 
least possible amount of money, 
he said. 

One of the main activities of 
Patra’s packaging section was the 
detailed study of journey hazards 
which a_ package travelled 
through and had to stand up 
against. One way to get first- 
hand knowledge was to travel 
with a package on its journey. 
But this was not always practic- 
able, as it was not always 
possible to follow a container 
throughout the full course of its 
travels. 

There had been a need for 
specia! instruments which would 
record shocks of all types and 
intensities and to determine the 
height a package had been 
dropped from. One of these 
instruments was the Journey 
Shock Recorder, which was in 
wide use in this type of research, 
and had been specially evolved 
to record and count each blow 
or shock. 

But this particular instrument 
had its limitations. It had been 
designed to operate in only one 
direction, and to get the full pic- 
ture, several recorders were put 
into each package -on test. 


‘Tailor-made’ 
building 
The new _ building that 


Leatherly Publications Ltd. and 
Koch Processes Ltd. recently 
moved into at 14 Greek Street, 
London, W.1, has been specially 
adapted to the requirements of 
the companies’ activities. The 
Multichrom Universal has been 
installed as a darkroom camera. 

In their new studio every 
application of this camera to all 
reproduction techniques can now 
be demonstrated, say the firm. 

The premises of Koch Pro- 
cesses have been reconstructed to 
suit the requirements of the new 
Collobloc and Collplas processes. 
The equipment for these has been 
developed so that trainees from 
firms who have decided to intro- 
duce the processes can 
adequately instructed by doing 
practical work. 


hazards’ 


When the instruments were re- 
turned to Patra the information 
and data recorded were noted on 
charts which showed the height 
of drop each package had been 
subjected to under various forms 
of travel. 

Another type of recorder, 
which incorporated a stylus pen, 
was used to record the shocks 
set up by movements and vibra- 
tions. 

Mr. Paine said that the results 
of research had shown that there 
were four main types of journey 
hazards for packages, drops, 
shunting shocks, compression 
loads, and vibrations. 

Patra were also carrying out 
a considerable amount of investi- 
gations into the types of materials 
used for packaging and the caus- 
ing and preventing of carton 
board cracking. Research was 
also being conducted into how 
accurately material could be cut 
and creased on various types of 
machines. 

Mr. Paine was asked how 
much research the organisation 
was carrying out with regard to 
packaging of products that were 
going overseas to the export 
market. 

He said that research 
journey hazards when goods 
were despatched overseas pro- 
vided many difficulties. One of 
these was Customs, for packages 
containing recording instruments 
were liable to be opened. But it 
was hoped that this difficulty 
would be solved in the future. 


into 


Seven Linotypes 


at Paris show 


Both English and American 
machines will be displayed on the 
Linotype stand at the Fifth Inter- 
national Printing Exhibition to 
be held in Paris from June 22 to 
30. Seven will be exhibited and 
demonstrated, three made by 
L & M and the remaining four by 
the Mergenthaler Linotype Co. 

The British-made machines will 
be Models 48, 53 and 54. The 
48 is the one in widest use in this 
country ; the 53, a more recent 
production, is specially made to 
suit those printers who still need 
single magazine equipment. 

The Fleet Fifty Four Linotype, 
to give it its full title, is an extra 
fast four-magazine machine de- 
signed and built to produce type 
matter up to 12 lines a minute 
when used with a Teletypesetter. 

The American machines will be 
Models 5, 29, 31 and the Comet 
—a range designed to meet every 
requirement. The Comet, like the 
Fleet 54, is specially constructed 
for high-speed production. At 
the show it will be equipped with 
a Teletypesetter. 
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. 7 
Associated Iliffe 
buy St. Albans 

. 7 J 
printing firm 

Associated [Iliffe Press Lid. 
have acquired the whole of the 
share capital of the printing firm 
of Gibbs and Bamforth Ltd.. of 
Spencer Street, St. Albans. The 
take-over was with effect from 
April 1. The business will be 
carried on under the name Gibbs 
and Bamforth Ltd., and the pre- 
sent staff is being fetained. 

The new chairman is Claude E. 
Wallis, chairman and managing 
director of Associated Iliffe Press 
Ltd.. and the co-directors are 
L. T. Newell and H. E. Craddock, 
joint assistant managing director 
and director of AIP respectively. 
Basil R. Gibbs is remaining a 
director in an advisory capacity 
for the time being. 

The business was founded in 
1826 by Richard Gibbs, great 
grandfather of Basil and Clifford 
Gibbs, and grandfather of the late 
Herbert S. Gibbs, a previous 
mayor of St. Albans and a mem- 
ber of St. Albans City Council 
for many years. 

The Gibbs and Bamforth plant 
was originally set up on a site 
near the Clock Tower, and later 
moved to the Moot Hall in Dag- 
nall Street, St. Albans. It was 
transferred to its present Spencer 
Street premises in 1928. 

The Herts Advertiser Printing 
Co., Ltd.—which owns the Herts 
Advertiser, established by 
Richard Gibbs in 1855—was not 
included in the negotiations. 

It remains an entirely separate 
company with its own printing 
works in Dagnall Street. Clifford 
Gibbs is managing director of 
this company and Basil Gibbs, 
who is already on the board, will 
eventually become joint manag- 
ing director with him. 


Hungarian show 


proposed 


The Society of Industrial 
Artists has been invited by the 
graphic design and commercial 
art section of the Hungarian 
Institute of Fine Arts to give an 
exhibition of British Graphic 
design in Budapest in June. This 
is claimed to be the first time that 
a professional body has been 
asked to give an exhibition of 
this kind in an Iron Curtain 
country. 

The exhibition will be shown 
in Budapest's leading gallery, the 
National Salon. 

It will comprise 146 posters, 
100 book jackets, 100 press ad- 
vertisements, 250 book illustra- 
tions, 80 package designs and 
labels, 80 brochures, 60 display 
cards, 35 symbols, 9 books of 
illustrations and miscellaneous 
exhibits such as magazine covers 
and postage stamps. 
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‘OLD BOY’ WITH 


THe present year marks the com- 
pletion of a hundred years of royal 
Getrenegs of the Royal Commercial 
ravellers’ Schools, Pinner. Januery 
of this year also saw the completion 
of a five-year rebuilding scheme. 
An old boy 
of the school, 
Gordon Bog- 
gon (the vice- 
chairman of 
Mather & 
Crowther 
Ltd.), is presi- 
dent of the 
1956_ Appeal. 
Mr. Boggon 
has been out- 
standingly 
successful in 
appealing to 
philanthropic 
instincts. Serv- 
ing on a com- 
mittee of three 
with the late 
Lord Southwood and W. Surrey Dane, 
he helped to raise over £1,500,000 for 
the Great Ormond Street Hospital 
for Sick Children. He was vice- 
chairman of appeals on Sir Christo- 
pher Chancellor's sub-committee for 
the King George VI Memorial Fund, 
which also raised £1,500,000. 


* * * 


His friends at the J. Walter 
Thompson London office and at the 


Gordon Boggon 


A GOOD RECORD 


City of London College will be 
interested to hear that Colin D. 
Perry appears to be greatly enjoy- 
ing working with Papineau Studios, 
of Singapore, whom he joined about 
a year ago. 

When the advertising fraternity 
there decided to institute a govern- 
ing body of the profession in 
Singapore, he was sent as a repre- 
sentative of his firm and arrived at 
the meeting armed with material 
supplied by advertising organisations 
in England. 

In addition to meeting many local 
dignitaries and officials, he has 
made an up-country journey to 
Kuala Lumpur, inspecting tin 
mines, dredging operations and 
temples, and he rounded off his first 
year with a cruise to Hong Kong. 

Soon after getting down to busi- 
ness—which involves handling 
Malay, Indian and Chinese staff— 
he joined the RNVR as a lieutenant, 


and during the year spent many . 


days afloat, culminating in a three- 
day exercise with Royal Navy, 
Malay, Indian and Australian naval 
units. 

* a 


"THE fact that East Midland 
Allied Press are establishing their 
own national advertising depart- 
ment in London means that George 
Jackson, who has represented them 
for nearly 30 years, will cease to do 


* ADVERTISING MANAGER’S CORNER 


The * Budge-it’ Problem 
If your product sticks on the shelf and you can't 
get it moving ; if it looks like being there right to 
the end of the chapter ; if the retailers are whisper- 


ing that dynamite won’t shift it; you've got a 
*budge-it” problem on your hands. 


But why tax your own brains to find the solution ? 
Why not grant yourself a relief from the worry of 
it all? Call in the expert — your product won’t 
stay on the retailer’s shelf for long if you ask Harris 


to budge it for you. 


The Harris despatch box is 


full of ideas for increasing your revenue and cutting 


down your expenditure. 


distinctive showcards, clever cut - outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 
HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.| 
Tel.: REG 3295-6-7 


the Fancy,” 


“Gentlemen of 

Z. 
so. R. P. Winfrey, the group's 
chairman and managing director, 
has asked me to record his appre- 
ciation of all that Mr. Jackson has 
done to further their interests and 
establish such excellent relations 
with advertisers and agents. 

I understand that it was Mr. 
Jackson who suggested to the late 
Sir Richard Winfrey that the papers 
should be formed into a group. 


Hung at 16 


THE distinction of having been 
“hung” at 16 (at the Royal 
Academy) belongs to 35-year-old 
Wilfrid Walter, who has now joined 
F. J. Lyons, Ltd. He trained as an 
artist at the Royal Academy Schools, 
where in 1938 he won the Royal 
Academy Creswick Landscape prize 
in painting, 
and a £250 
Leverhulme 
scholarship in 
1948. Since 
then, under 
the name of 
W. Start Wal- 
ter, he has ex- 
hibited six 
times at the 
Royal Acad- 
emy. 
fter release 
from the RAF 
he lived in 
Rome as a 
painter and 
later worked as a free-lance photo- 
grapher and writer. In conjunction 
with Russell Braddon, he carried out 
research for the book Cheshire VC. 
Other publications with which he 
was associated include Jump For It, 
describing the adventures of aircrew 
parachuted over enemy territory. 
His hobbies have always been 
connected with water. It used to be 
sailing (he built his own 12ft. national 
sailing dinghy, and several canoes) ; 
now it is fishing. 


* * * 


ON the back of a letter lying on 
my desk is stuck a story headed 
“Young artist sets out to study print 
and production,” from ADVER- 
TISER’S WEEKLY of June 8, 1944, 
The letter itself is from the young 
artist in question, Kenneth Baxen- 
dale, and the letter-heading is that of 
Bax Studios, Museum House, 
Museum Street, which he has now 
founded. 

“Just to let you know that your 
help in those days was not 
neglected,” he writes. 


by R 
8. Pricetley. 


Hobdell, has been bought by 


All his own work 


AAN old art form now enjoying a 
revival is “trompe l'eil,”” which i. 
a very successful exponent in Roy 
Hobdell, an artist on the staff of 
Lintas Ltd. His paintings are now 
being exhibited at the Arthur 
Jeffress Galleries. 

The three-dimensional _ effects 
which he manages to achieve are 
quite remarkable. Visitors to the 
gallery repeatedly reach up to try 
to grasp a detail of the paintings— 
a piece of ribbon, a key, a bird—so 
convincing is the illusion of depth. 

On the opening day of the exhibi- 
tion J. B. Priestley purchased the oil 
painting, “Gentlemen of the Fancy,’ 
depicting Joe Louis, Jack Cooper 
and other famous boxers. Paintings 
in the trompe Il'a@il fashion can be 
as personal as a portrait, and Mr. 
Hobdell is frequently asked to create 
a painting for a particular person, 
situation, or family group. Fleur 
Cowles, the American journalist and 
diplomatist, has just commissioned 
him to do a painting for her, and 
Lady Barnett is adding his “Winter 
Birds” to her collection. 

Roy Hobdell is 45. He received 
his art education at Camborne and 
St. Martin’s School of Art. 


* * * 


I HAVE been asked by Cr. A. 
Abberfield, of Swansea Corporation, 
to help him contact an old friend 
of his, Jack Peace, who, about 1920, 
was advertising manager of British 
Electric Traction Co., Ltd, 

If anyone can help, Cr. Abber- 
field’s address is Westaways, Higher 
Lane, Langland, Swansea. 


CONTACT 


WEEK'S WISECRACK 


an 


“A three-day week ? Car- 
ruthers has been working 
one for years.” 
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We’ve got their number ... 


These totals are what Evening Despatch readers will spend during the year on cars, motorcycles and bicycles. 
This information is given, together with much more, in our latest survey “‘A £31,000,000 Market’. 


~ 328,000 people read the 


For further information write to :— 


T. GN. PEARCE, LONDON ADVERTISEMENT DIRECTOR, WESTMINSTER PRESS 
PROVINCIAL NEWSPAPERS LTD., 167-170 FLEET STREET, LONDON E.C.4 


or to: Kenneth W. Bailey, Advertisement Manager, Evening Despatch, Corporation Street, Birmingham 4 


Sen) ik er A - . ~_ 
a ae sai : 
eee 
. | ‘ 
iy Sy 
| : Heit HL ee >] =>. 
e \} i} i. r | 2 
i) oll | ww ie - A ee aa “"a 
io Tare S$: . £S fice CEE ETT 
= ai— fs Jf ££. a 
—= F ————_——_ _ # | Guening 
= f a ) ———=- iS p> = PA com i Le eats | 
| - | | > LS — al i j } wai 
a LY iss pA ZA-7 | = 
VA\S } ‘sf aX : x ail | 
<7 =—2>- Seeman. 7} ¥, \ \e © 
ERS eet A F (a he 
‘ = \ . ome —2_e, A = 
SSS a Yr Ae 
>. , j : PA if f 
Nefas//N) 6 2— ® 7 |b 
Thy aN - ae })) R." I 2) ‘a \F 7 
Nae ee Z/ _ | deere eC) , | | 
— J” i= md PR. 
: —e — i ees “TA a | |} 
. aah EA oe . a~. 
wae oe a tga AB; Ayer air 
ge oS “fw © TS ie” 
, et Ze ee a a 
<* eo il pe Ss “e ZA sali eee * 
Nee cr s , ag LE. he s the Sec 
, ay F es ~ of ae a 
“ay io 
ty BIRMINGHAM 
% > a 
Evening Despatch Fee 
eS 
eee 


ADVERTISER'S WEEKLY Aprit 13, 1956 


_ NEWS CHRONICLE 
__ net Galt up | 


These net sale figures demonstrate quite clearly 
that the increase in circulation recently 
announced has been held and is continuing. 


JANUARY 1,434,245 
FEBRUARY 1,435,216 
MARCH 1,436,484 
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MARCH 
1,436,484. 
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NEWS CHRONICLE AND DAILY DISPATCH 
WILLIAM MEMORY - ADVERTISEMENT DIRECTOR 
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We Hear 


Evelyn Bowyer Ltd., organisers of 
the Laundrads scheme, in which 
laundry shirt and parcel stiffeners 
are used to carry § advertising 
messages, have increased their 
agency commission to 15 z cent. 
* * 


William Wilson, sales and adver- 
tising manager of the central 
enginecring division of Short Bros. 
& Harland Ltd., Belfast, has 
resigned to become a director of a 
Northern Ireland firm of advertis- 
ing, marketing and sales promotion 
consultants. 

* * * 


The BIF press office will transfer 
to Olympia on Monday, April 16, 
until the end of the British Indus- 
tries Fair. 

* *x 


* 

A 24-page all-advertising maga- 
zine section sponsored by the 
Federal Republic of Germany and 
leading German industrial firms was 
published by the New York Times 
with its issue of Sunday, April 1. 


Photo exhibition 


On Tuesday, at the Portuguese 
Tourist Office in Regent Street, 
London, Picture Post opened an 
exhibition called “Photographs of 
Portugal,” the work of staff photo- 
grapher Bert Hardy. 

7 * 


A Lurex International Fair will be 
held at Lurex House, 48 Charles 
Street, London, W.1, from Septem- 
ber 27 to October 5. The Fair will 
consist chiefly of a fashion collec- 
tion, and there will be an exhibition 
of some items of Lurex merchandise. 

* 

During the printing dispute a 
newspaper was started to keep 
farmers in touch with Fina products 
called the Fina Farmers’ Free Press. 
This proved so successful, say Fina, 
that it is to be continued and may 
appear quarterly. 

* * * 

The Society des Impressions des 
Vosges et de Normandie have re- 
tained Peter Hope Lumley to handle 
public relations for their fabrics in 
Great Britain. 

* * * 

Eastbourne Corporation is plan- 
ning a £1,900 press advertising 
scheme to cover the next three 
months. 


Ad film showing 


A special showing of screen adver- 
tising and television material was 
iven by J. Arthur Rank Screen 
Sostens Ltd. for directors and 
senior executives of Smith’s Adver- 
tising Agency Ltd. in the private 
cinema at 11 Hill Street. It was 
organised by J. B. Fitzpatrick. 

* * * 


J. D. Butcher, chairman of the 
Starline Varnish & Enamel Co. Ltd., 
has been awarded the Lizars Trophy 
by the Institute of Amateur 
Cinematographers for his film, 
“Water on the Brain,” a humorous 
story of the characters met during 
a holiday on the Norfolk se. 

* 7 


For the seventh year in succession, 
World Sports is presenting engraved 
plaques to young athletes for out- 
Standing performances in the 1956 
season. 

. * * 

Peter Collins Press Services Lid. 
have been appointed to handle press 
and public relations for Tyne Brand 
Products Ltd., of North Shields, 
Northumberland, in connection with 
the company’s participation in this 
year’s British Food Fair at Olympia. 


Restyled, but 


rates unchanged. 


With its Number One, 1956, issue 
Cloth and Clothes has been restyled 
and now goes to a selected home 
trade as well as for export, as 
hitherto. Page size has been 
reduced from 10 in. by 134 in. to 
8} in. by 114 in., and more illus- 
trations are used. Advertisement 
rates and selling price (30s. per 
annum) are unchanged. 

* * * 

The April number of the War- 
wickshire & Worcestershire Maga- 
zine contains a special four-colour 
supplement devoted to historic 
houses and collections. It contains 
32 pages of advertising, a record 
number for the magazine. 

* + - 

Courier has resumed publication 
with a combined March-April issue, 
in which Courier’s fourth art exhibi- 
tion is reviewed by Francis Butter- 
field 

* * - 

The net sale of the Daily Tele- 
graph for March was 1,063,865 
copies daily. 

* + . 


An up-to-date picture of the port 
of Hull's facilities and the progress 
and trends of local industry and 
commerce was provided by the 1956 
issue of the Trade of Hull and the 
Humber Ports, published last week 
by the Hull Daily Mail. It was the 
55th consecutive issue, apart from 
the break during the war. It carried 
over 30 articles by experts in their 
various fields. 


Title change 


The title of The Industrial Club, 
published quarterly by Chiltern 
Press, has been changed to The 
Sports & Social Club with the 
Spring issue. The latest issue also 
has a new format, and the page size 
has been increased to 11 in. by 
84 in. New printing arrangements 
have also been made. Chiltern 
Press have now moved to new 
offices at Regent Buildings, Syca- 
more Road, Amersham, Bucks. 

* * * 
In Woman next week will be a 
birthday tribute to Her Majesty the 
n. Five women present their 
favourite pictures of Her Majesty. 
* * . 

An Oige Review, a 6d. monthly, 
made its first appearance during 
the Easter week-end. It is published 
by the Irish Youth Hostels organi- 
sation, An Oige, from 39 Mountjoy 
Square, Dublin. 

* + * 

An eight-page pull-out Summer 
Knitting Book will be presented 
with the May issue of Everywoman. 
The issue will be supported by 
national and provincial press adver- 
tising. 

- . * 

Full colour souvenir pictures o 
Gordon MacRae and dino Lolie. 
brigida will be included in Picture- 
goer next week. Advertisi in 
selected national and _ specialised 
papers will support the issue. 

. + + 

Next week's Ilustrated will 
describe the work of the National 
Marriage Guidance Council. 


The five-a-side London soccer cham- 
pionship, sponsored by the Evening 
Standard at Harringay 
Tottenham Hotspur. 
Melvin Hopkins, Spurs’ new Welsh 


from the Hon. Max Aitken, chair- 
man of the board of directors of 
Beaverbrook Newspapers. 


published, price 1s. 6d. 
a welcome to the 
touring side, with a short biography 


Woman’s Weekly resumes publi- 
this week with an 


be supported by 
national publicity. 
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New review 
monthly 


A new magazine devoted to 
“good writing, humour and satire, 
the arts and the entertainment 
world” has been published. Called 
Intimate Review, it is published and 
edited monthly by John Rety and 
is priced at Is. The present cir- 
culation is 15,000 copies. It carries 
advertisements for a number of 
night clubs and coffee bars. 

* * * 

My Home resumed publication 
this week with a combined March/ 
April issue. Heavy press advertis- 
ing and posters supported the issue. 

+ * a 


Three 64-page issues of Popular 
Gardening, April 12, April 19 and 
April 26, are being advertised in a 
number of national dailies, sup- 
ported by double-crown posters and 
showcards. 

a * *x 

In this month's issue of British 
Communications and Electronics, 
published by Heywood & Co., Ltd., 
are 104} pages of advertisements, 
100 of them display. The magazine 
was launched in tober 1954. 


* * + 

The “Bulletin Bazaar” is a new 
classified section which the Glas- 
gow Bulletin has launched to carry 
“sale and exchange” items slanted 
mainly at women. Rates are 3s. a 
line. < 

> * * 

With effect from the issue dated 
April 13, Autosport has resumed 
publication in its normal format and 
page content. 


@ DISPLAY UNITS 
@ SALES AIDS 


Whether it is metal, 
wood or wrought iron 


THE ACTUAL 
MANUFACTURERS 


Our experience of sales and practical advice is readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


(BARNET) LIMITED 


BARNET, HERTS. Telephone: Barnet 3222 


Designed by ‘ 
MOREY (BARNET) LTD. 
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Current Advertising 


Royal milliner designs hats for 
new Mobiloil advertisements 


For their 1956 advertisements for 
Mobiloil Special the Mobil Oil Co., 
Ltd. will use the headline ‘“*What’'s 
under the bonnet needs special 
care.” The illustration will show a 
car engine beneath a fashion hat, 
and to underline the copy theme 
that Mobiloil Special is suitable for 
all seasons, hats appropriate to each 
season will be used. 

As an extra attraction for women 
readers, the hats will be specially 
designed in the fashions of the 
moment by Madame Vernier, milli- 
ner for many years to the Duchess 
of Kent and Princess Alexandra. 

Advertisements will appear in the 
Daily Mail, Daily Express, Daily 
Telegraph, The Times, Evening 
News, Evening Standard, five 
national Sunday papers, provincial 
and motoring press and the Radio 
Times. The campaign is being 
— by Masius and Fergusson 

td. 


Sealing compound 


A new flexible all-purpose sealing 
compound is now being marketed by 
Charles Cleeve & Co., Ltd., under 
the trade mark Plax. Adver- 
tising, which is being handled by 
E. Allan-Cooper and Co., Ltd., 
includes spaces in the News of the 
World, Hardware Trade Journal, 
Ironmonger, home interest maga- 
zines and gardening journals. 


Every man 


am omen one oo OD 


Designed by Tom Piesakowski, this 
is the latest poster for Tootal Ties, 
which is now being displayed in 
London Underground stations. It 
is part of the series of humorous 
posters which have been a feature 
of Tootal advertising for some time. 
The background is white, the ties 
multi-coloured and the chessmen 
black and white. Agents are W. S. 
Crawford Ltd. 


I THE NORTHERN WHIG 


AND BELFAST POST ‘Zs 


. Kates and Details from 


143 FLEET STREET 


LONDONEC.4 
PHONE: FLEET 9179 


- 


F 
anioct S'BE 


PHONE: BELFAST 2 


North London drive 
for Aero Zipps 


Acro Zipp Fasteners Ltd. are con- 
ducting an intensive sales campaign 
over a period of eight weeks in 
North London. The sales effort is 
being carried out by Counter 
Products Ltd. 

A special sales aid, in the form 
of a book showing the advertise- 
ments appearing in women’s maga- 
zines and samples of zipps, is 
carried by each salesman, and the 
scheme is being backed by whole 
single-column advertisements in the 
local papers covering the eight areas 
being “worked.” 

Agents are Samson Clark & Co., 
Ltd. 
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New shade lipstick 


promotion 


A new shade in Max Factor’s 
Colourfast lipstick, Roman Pink, 
will be introduced with a “‘mag- 
nificent advertising and publicity 
campaign” on Sunday. Media 
to be used include the national 
dailies, Sundays, provincial, 
magazine and trade press, and 
spots on commercial TV in 
London and Birmingham. Agents 
are Crane Publicity Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


JACK OLDING (IRELAND) 
LTD.: TRU-ON COLLARS 
(BESTS LTD.);: CHARRING- 
TON’S TOBY ALES. in Ireland; 
BAKER WARDELL LTD. 
Accounts for Domas Ltd., Dublin. 

TOKALON LTD.; VERE ENGI- 
NEERING CO., LTD., campaign 
for Bartrev Chipboard. Accounts 
for Auger & Turner Ltd. 

KINGS CROSS TRUCK CO, 
LTD., manufacturers of trucks 
and handling equipment; 
CHERRY LTD., women’s wear 
manufacturers. Accounts for 
Nigel Rainbow & Partners Ltd. 

ZEISS IKON CAMERAS in the 
UK for Downtons Ltd Also 
covering advertising in leading 
international publications. 

JOSEPH TATHAM LTD., spring 
manufacturers, for Paul Padfield 


Ltd. 
Campaigns 


PARKINSON’S LTD., using Radio 
Times, Woman's Own, Woman, 
Woman's Weekly, John Bull, 
Illustrated, Picture Post and trade 
press for Epix Disinfectant. 
(C. P. Wakefield Ltd.) 

MANSFIELD SHOE CO. LTD. 
using women’s wecklies and trade 
press for Devonshire shoes. 
(Brockie Haslam & Co.) 

WHITEWAYS CYDER CO., LTD., 
using national dailies, Sundays, 
magazines and trade press for 
Cydrax. (C. Vernon & Sons, 


Ltd.) 

MOBIL OIL CO., LTD. using 
national dailies, Sundays, London 
evenings, provincial and motoring 
press and Radio Times for Mobil- 
oil Special. (Masius & Fer- 
gusson Ltd.) 

KIA-ORA LTD., using London 
evenings, provincial press, colour 
pages in national magazines, 30- 
second spots on commercial TV 
in Birmingham and bus posters 
for fruit squash and Suncrush. 
(Service Advertising Co., Ltd.) 

AERO ZIPP FASTENERS LTD., 
using single-column advertise- 
ments in local papers in North 
London for special sales drive, 
backed up by normal magazine 
advertising, point-of-sale material. 
etc. (Samson Clark & Co., Ltd.) 

PITMAN’S COLLEGES, _ using 
national, provincial and local 
newspapers, and double-crown 
posters on London Underground 
stations. (G. Street & Co., Ltd.) 

INGERSOLL LTD., using national 
dailies, Sundays, magazines and 
spots on commercial TV. (S. T. 
Garland Advertising Service Ltd.) 

CHARLES CLEEVE & CO., LTD., 
using News of the World, Hard- 
ware Trade Journal, lronmonger, 


home interest magazines and 
gardening journals for Plax, new 
all-purpose sealing compound. 
(E. Allan-Cooper & Co., Ltd.) 
“NEWS OF THE WORLD” PUB. 
LICATIONS, using News of the 
World, national, provincial and 
trade press, bus posters, commer- 
cial TV and point-of-sale material 
for Rocket. (W. H. Smith & Son 


Ltd.) 

WAR OFFICE, using large spaces 
in national dailies for Army 
recruiting drive. (Colman, Pren- 
tis & Varley Lid.) 

BLUE CAP, LTD., using children’s 
comics, Woman's Sunday Mirror, 
Daily Sketch and trade press for 
cheese spread competition. (C 
Mitchell & Co., Ltd.) 

FOSTER CLARK, LTD. using 
Daily Mirror, Daily Express and 
trade press for Eiffel Tower 
lemonade and orangeade powder 
in new twin-sealed tins and un- 
sweetened crystals in three-point 
pack. (Greenlys Ltd.) 

JOHN MORRELL & CO., LTD. 
using national dailies, News of the 
World, provincial newspapers and 
cinema advertisements for Red 
Heart dog and cat foods. (C. 
Vernon & Sons Ltd.) 

MAX FACTOR, using national 
dailies, Sundays, provincial, maga- 
zine and trade press, and spots on 
London and Birmingham TV for 
Roman Pink lipstick. ( Crane 
Publicity Ltd.) 

FAGLE AIRWAYS, using Daily 
Express, Sunday Express, Daily 
Telegraph, The Times, Daily Mail, 
Sunday Dispatch and trade press. 
(Auger & Turner Ltd.) 

BATGER’S SILMOS_ LOLLIES, 
using 30-second London commer- 
cial TV spots, posters, trade press 
and Girl. (Lambe & Robinson 


Ltd.) 

A. MATHEWS & SKAILES LTD., 
using Daily Express, Daily Mail, 
Daily Mirror and full pages in 
Grocer for Megg, meat and fresh 
egg product. (C, P. Wakefield 


Ltd.) 

SARSON’S VINEGAR, using 
women’s journals, national maga- 
zines, farming and local papers, 
and trade press. (C. Lytle 
(Advertising) Lid.) 

WINDOLENE, using large spaces 
during spring and summer in 
national dailies and Sundays. 
Radio Times, trade press and 15- 
second spots on commercial TV 
in London and Birmingham. (J. 
Walter Thompson Co., Ltd.) 

CLAUDE RYE LTD., using spots 
on commercial TV in London 
during spring and summer. (May- 
fair Advertising Ltd.) 

MIDDLETON SHEET METAL 
CO., using aeronautical press for 
advertisements on aluminium spot 
welding. (Paul Padfield Ltd.) 
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Aprit 13, 1956 


ADVERTISER'S WEEKLY 


The return of an old friend! 


‘* As old wine is best to drink - 


so are old friends most trusted to use” 


For nearly 50 years the Post Office Stamp Books have provided that close 
and personal link between product and purchaser. They are carried with those 
personal things in the pocket or the handbag. 


For a time the War deprived advertisers of this medium. Now it is back 
again ! 


Over 45,000,000 Stamp Books are sold each year containing over 1,200 
million stamps, interleaved with advertisements. 


Read what some advertisers have recently said :— 
Fg ub eater ae ee the very best media.” 
ed eee Se ae over 4,000 replies to our first advertisement.” 


oe, WEED ak a cost per reply is already standing at only Is. 11d., and replies are 
still arriving daily.” 


me ee eet} 40a results are 24 times greater at less than HALF the COST.” 


gn Sen < fee astonishingly good results with a high conversion rate.” 


POST OFFICE STAMP BOOKS ARE USED 
OVER 93,000,000 TIMES EACH MONTH. 


Rates and particulars from : 


J. WEINER LIMITED, 
71/75, New Oxford Street, W.C.1. *Phone : TEMple Bar 9393. 
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West End Publishing and 
Publicity Organisation 


Weekly,”’ 180, Fleet Stree 


offers interesting opening for 
an experienced, versatile 


TYPOGRAPHER/ 
DESIGNER 


ment Agen 
inclusive 


he or she, or the em 
Notification 


ADVERTISER’S WEEKLY 60 


ETN | CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 4s. per lime, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display 
| classifications, 4s. 6d. per line, 50s, per display panel inch. 
No. charge, one line plus Is. covering postage, etc. 
advertisements under seven insertions MUST BE PREPAID. Address ‘ 


panel inch. All other 
Minimum, 5 limes. Box 
Series rates on application : all 
‘Advertiser's 


t, London, E.C.4. WATerloo 3388 (Ex. 25). 


APPOINTMENTS VACANT 


Situations Vacant: “‘The engagement of persons answering these advertisements must 
be made oy a Local Office of the Ministry of Labour or a Scheduled Employ- 

if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 
yment, is excepted from the provisions of the 
Vacancies Order 1952. 


who must be able to work 
independently on layouts of 
diverse publications, brochures, 
etc. A working knowledge of 
production detail is essential. 
Write fully, stating age, details 
of experience and salary requir- 
ed to 


Box 3319 
Advertiser's Weekly 180 Fleet St €C4 


would be an advantage. 


Scheme. 


PRODUCT DESIGN. A large engin- 
eering firm in the Manchester area re- 
quires a young man with artistic ability 
and some engineering knowledge or 


1956. 


MERSEYSIDE AND NORTH WALES ELECTRICITY BOARD 
PRINCIPAL ASSISTANT (SECRETARIAL) 


required in the Secretarial Department at Bosrd Headquarters 
Offices, Electricity House, Love Lane, Liverpool, 

Salary within the range £1,145/£1, 
The duties of the appointment will include liaison with the Press, 
the editing of the Board’s house magazine and the production of 
brochures and pamphlets illustrating the Board's activities. 
experience in this type of work is essential, and skill in photography 


The appointment is subject to medical examination. 


Applications should be made on forms obtainable from the Estab- 
lishments Officer at the above address. 


265 p.a. (N.J.C. Grade 9.) 


Good 


Pension 


Closing date: 23rd April, 


background to co-operate in products 
design. A man of experience in this 
work is preferred, but applications 
from others interested would be con- 
sidered. Good wages, five-day week 
and non-contributory pension scheme 
Write to 

Box 3324 Ad. Weekly 180 Fleet St EC4 


LETTERING ARTIST, experienced in 
roughs and finished artwork, required 
for Display Studio. Write or telephone 


| LAYOUT/LETTERING Artist. A young 
man, who in his present position is not 
getting sufficient layout experience, is 
invited to write for a vacancy at 
Technical Artists Ltd., 104-112 Mary- 
lebone Lane, London, WI. 


for engineering concern in Manchester 
area. Must be fully able to deal with 
Trade Press advertising, production of 
for appointment. Trapinex Ltd., 176 leaflets, etc. Please reply, stating age, 
Acre Lane, Brixton, SW2. BRIxton experience, and salary required, to 

2057. | Box 3344 Ad. Weekly 180 Fleet St EC4 


EDITOR AND SUB-EDITOR 


Vacancies exist with the Industrial Group of the UNITED 
KINGDOM ATOMIC ENERGY AUTHORITY, in the 
Research & Development Branch at RISLEY, Nr. Warrington. 


Duties : 


(a) EDITOR (reference 1,305). 

To ensure clear and logical presentation of the written matter 
submitted to him and to advise on quality of illustrations. He 
may also be required to modify existing documents with a view 
to their wider publication. 


(b) SUB-EDITOR (reference 1,306). 


The preparation of edited copy for printing, correction of 
proofs and maintenance of records, working in close touch 
with the printing section, and assisting the Editor generally. 


Qualifications & Experience : 


Applicants should have a Higher School Certificate in Science 
subjects, or equivalent qualifications, and must have a good 
command of the English Language and be aware of problems 
involved in communicating information. 


Candidates for the post of Editor must have had experience 
of editorial work and possession of an Arts or Science degree 
is desirable. It is also desirable that candidates for the post of 
Sub-Editor should have had appropriate experience. 


Salary : 


Editor. £1,155 rising by annual increments of approximately 
£40 to £1,350 p.a. 


Sub-Editor. £808 rising by annual increments of approximately 
£30 to £988 p.a. or £330 (at age 18) rising by annual increments 
of approximately £30 to £718 according to age, qualifications and 
experience. 


Successful candidates if under the age of 55 will be required 
to join the Authority’s contributory pension scheme. 

Suitably qualified persons are invited to send a POSTCARD, 
quoting the appropriate reference, for application form to:— 
Recruitment Officer, United Kingdom Atomic Energy Authority, 
Industrial Group Headquarters, Risley, Nr. Warrington, Lancs. 
Closing Date—20th April, 1956. 


| ADVERTISING MANAGER required 


TECHNICAL COPYWRITER 


required 
by Advertising Agency for the prepara- 
tion of literature and advertisements 
on Organic Chemicals and Plastics. 
Should have ability to write arresting 
copy on technical subjects in a style 
appreciated by technicians. Degree in 
Chemistry and Physics essential, and 
applicant should have had at least five 
years’ writing experience. Write full 
details to 

Box 3314 Ad. Weekly 180 Fleet St EC4 


TECHNICAL ARTIST required with 
ability to produce layout for advertis- 
ing. Also a first class retoucher 
wanted. Bonus and pension schemes 
operating. Write, 

Box 3177 Ad. Weekly 180 Fleet St EC4 


ARTIST. All rounder, 
quired by busy Advertising Agency 
Visuals, lettering. still life. Wide 
variety of work. Write fully, including 
salary required 
Box 3158 Ad. Weekly 180 Fleet St BC4 


either sex re- 


600 


There is a vacancy for a 


Production Man 


in the Publicity Department of 
the 600 Group of Companies. 
Please reply stating age, ex- 
perience and salary required to 
Group Publicity Department, 


GEORGE COHEN SONS & CO. 
LTD., Cunard Works, Chase Road, 
N.W.10. 


HIGH WAGES for Icttering artist of 
proven ability in a studio offering good 


quality work under pleasant condi- 
tions. H. & A. Dix, Ltd., 12, Great 
Newport Street, W.C.2. TEM 1396/7. 


TRAINEE COPYWRITERS, age 23/26, 
required for Sales Promotion Depart- 
ment of a Company manufacturing 
world-famous, branded packaging 
materials. Arts graduates preferred 
with some scientific or technical apti- 
tude. Must be able to conduct an 
enquiry, collect and elucidate facts, 
present a case and write informatively 
Or persuasively as the occasion 
demands. Should be willing to under- 
go intensive training. West End Office, 


five-day week, contributory pension 
scheme, luncheon vouchers and bonus 
scheme. Apply by letter quoting Ref. 
No. We 


S44. A 
Box 3273 Aa. Weekly 180 Fleet St BC4 


Phone your classifieds to WAT 3388 (Ex. 25) 


ApriL 13, 1956 


APPOINTMENTS VACANT 


COMPANY 
SECRETARY 


required age 35-40 years 
for private company of 
Practitioners in Adverti- 
sing. Must have qualifi- 
cations including sound 
knowledge of Company 
finance together with ad- 
ministrative ability. 
Pleasing personality and 
good appearance. Apply 


Box 3313 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN required. 


New Adver- 
tising Department about to be estab- 
lished Must have knowledge press 
layouts, literature Line drawing ex- 
perience essential. Successful applicant 
will be transferred to subsidiary com- 
pany as manager. Commencing salary 
£500-£600 with other allowances 

Box 3280 Ad. Weekly 180 Fleet St EC4 


FALCON STUDIOS of LEEDS have 


room for more first-class artists able 
to cope with a wide variety of inter- 
esting work A top-line retouching 
artist would be particularly welcome 
Excellent conditions in modern studio 
S-day week, pension and bonus 
scheme Write or telephone, Mr 
Hall, Falcon Studios, Ltd., Britannia 
House, Wellington Street, Leeds, 1. 
Tel: 31804. 


EXPERIENCED Advertising Clerk re- 
ges by large West End Company 
¢ position calls for a person with a 
knowledge of advertising practice, and 
capable of dealing with correspond- 
ence Reply, stating age, qualifica- 
tions, and salary expected, to 
Box 3282 Ad. Weekly 180 Fleet St EC4 


CHIEF CLERK 
required by 
PUBLICITY MANAGER 


Publicity Manager of old-established 
National Advertiser, with offices located 
near Stratford Broadway, London, East, 
requires CHIEF CLERK having some 
advertising experience. The vacancy is 
for an “‘ all-rounder *’ who has a sound 
knowledge of the use of English and 
who can write (ana also dictate) fluent 


and who is 
good at figures. 


The work will be interesting and 
varied; the vacancy would suit a male 
candidate in the age group 25/35. Past 
experience in connection with adminis- 
tration concerning Signs and Outdoor 
Publicity desirable, but not essential. 


The Company normally operates a 
five-day week, has own Staff Canteen, 
Contributory Pension Scheme. Salary, 
subject to the qualifications of the 
selected Candidate would not, in the 
first instance, exceed £600 p.a. 


Applicants should write, giving 
FULL DETAILS of age, experience and 
salary required to 


Box 393 
c/o Dixons, 
1/9, Hille Place, London, W.!. 
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Aprit 13, 1956 


APPOINTMENTS VACA 


SENIOR 
REPRESENTATIVE 


required by expanding 
trade and technical publica- 
tion. After a trial period of 
six months, the successful 
candidate would be pro- 
moted to Advertisement 
Manager. Initial salary £750 
per annum plus commission 
and expenses. 

This position offers excel- 
lent prospects in a growing 
organisation for a man pre- 
pared to work hard and 
intelligently. 


Box 3317 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST required for Advertising De- 
partment, Chemicals Division, Newton 
Chambers & Co. Ltd., Sheffield. The 
Division manufactures and markets the 
Izal range of products, and the post 
offers wide experience, including pre- 
paration of layouts, visuals, colour 
roughs and package design. Applicants 
should be aged between 25-30 years, 
with some Agency Studio experience. 
Please reply, listing relevant details, to 
Staff Officer 


SECRETARY wanted by advertising 
manager of a large manufacturing con- 
cern Ideal offices, nsion scheme, 
staff restaurant, ve-day week. 
‘Phone Leytonstone 3600 for interview 
which can be arranged in the evening 
if necessary. 


THE METAL BOX COMPANY requires 
a first-class lettering man for package 
design in London Applicant should 
have sound knowledge of typography 
and ability to carry out black and 
white finished drawings, for reproduc- 
tion, of new package designs. Write 
to Head of the Staff Division, The 
Metal Box Co. Ltd., The Langham, 
Portland Place, London, Wi, quoting 
reference PDLM/1 


Immediate opportunity 
ADVERTISING 
DEPARTMENT 


of leading ‘ Automation’ company 
requires 
YOUNG MAN 


(under 30 years of age) to assist with 
press advertising, public relations, and 
sales promotion. A specialist who 
wishes to widen his experience would 
be welcome. Essential qualifications : 
matriculation (or equivalent); ex- 
ceptional intelligence ; ability to write 
precise English; keen interest in 
technological developments; even 
keener interest in advertising tech- 
niques; creative and administrative 
skill. Products advertised range from 
the most attractive room thermostat 
yet developed to an electronic recorder 
for molten steel temperature measure- 
ment. 

The successful applicant will be 
actively encouraged to keep pace with 
a rapidly expandi: (American) 
company. Write briefly, giving out- 
line of previous career, and stating 


salary required to Adverti Manager, 
Honeywell-Brown Ltd., 1 Wadsworth 
Road, Perivale, Middlesex. 


Phone your classifieds to 


61 


CLASSIFIED ADVERTISEMENTS 


medical, veterinary, 


GLAXO LABORATORIES LTD. require 


copywriter 


to join team engaged on producing lively advertising for 
food and agricultural 
This is a permanent position with an attractive salary. 


Apply to Personnel Manager, 
Glaxo Laboratories Ltd., Greenford, Middlesex. 


products. 


Opportunity for young man 


quired, to 


PRODUCTION. West End Agency has 

a vacancy for a Production Assistant 
Write, 
Stating age, experience and salary re- 


Box 3325 Ad. Weekly 180 Fleet St BC4 


WOMAN 
COPYWRITER 


interested in creating and de- 
veloping own ideas and able to 
express them in simple direct 
language is invited to contact 
world famous company with 
offices in Victoria. Write brief 
details to 


Box 3316 
Advertiser's Weekly 180 Fleet St EC4 


required by Metal Sign Manufacturers 
Must be highly skilled operator 
ledge of stencil cutting an asset 
not essential. Permanency 
Five-day week 
person, to “Cowling” Signs, 
strong Gardens, Woolwich Road, SE7 


Canteen 


SILK SCREEN PRINTER (experienced) 


Know- 
but 


Reply, in writing or 
Arm- 


BILLY SMART'S CIRCUS 
REQUIRES 


WINDOW-BILLER 


and suitable man for town billing. 
All applicants must be holders of 
driving licence. Good salary and 
living accommodation supplied. 
Approx. 8-9 months season. 
Ronald Smart, Winkfield 
Windsor, Berks. marking 
envelope “ Publicity *’. 


PRODUCTION ASSISTANT required. 
A good opportunity for a 


typography, blocks and layout. Apply, 
giving details, to 


GOOD OPPORTUNITY for Clerical 


department 
Agency 
advantage but not essential. Write, 
giving full details, to 
Box 3326 Ad. Weekly 180 Fleet St EC4 
WEST END ENGRAVING CO. require 
Booking-in Contact Clerk. Knowledge 
of process engraving an advantage, but 
training would be given to suitable 
applicant. | Accuracy in dealing with 
customers” instructions and a good 
telephone manner most essential. 
Write, giving age, experience and wages 
1 


of well-known London 


required, to W. E. E., St. Annes 
Court, Wardour Street, W.1. 


young 
person who has sound knowledge of 


Box 3332 Ad. Weekly 180 Fleet St BC4 
Assistant (male or female) in media 


Some previous experience an 


| 


| 


THE METAL BOX COMPANY requires 
a man of proved administrative ability 
as Assistant to head of the Package 
Design Studio in London. Knowledge 
of design and typography essential. 
Agency experience preferred Write 
to Head of Staff Division, The Metal 
Box Co. Ltd., The Langham, Portland 
Place, London, W.1, quoting reference 
PDA/!I 


2-3 years 
wanted by progressive London Agency. 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Eager and prospering Agency 
seeks 
BUSINESS GETTING 
EXECUTIVE 


This West End agency 
offers good salary to right 
man. Age 30-40, able to 
bring business an asset but 
proof of ability to win new 
business essential. 

Fullest particulars of abili- 
ties, background, salary 
expected. 


Box 3320 
Advertiser's Weekly 180 Fleet St €C4 


SHORTHAND /TYPIST wanted Suit 

intelligent girl with aptitude for 

ARTIST (preferably young lady), with editorial work. Managing Editor, 
’ commercial experience, | Ships and Ship Models, 19-20 Noel 


Good 


tial and experience with exhibition or 


prospects 
Holiday this year 


Street, London, Wi. Gerrard 8811. 
week 


Five-day 
Ideal working con- 


EXPERIENCED ACCOUNT EXECU- 


ditions. Ring MUS 0221 | TIVE required for London area by 
INTELLIGENT SECRETARY /ASSIST- Counter Display Company. Salary, 

ANT wanted by Sales Promotion commission, bonus scheme. Write 

Manager. Advertising training essen- Box 3333 Ad. Weekly 180 Fleet St BC4 


display work desirable. Capable of TWO GOOD FINISHED ARTISTS re- 
acting on own initiative in a busy quired for C. P. Wakefield Ltd. to 
office. Shortly moving to new build- 


ing with canteen, etc 
ring Sales Promotion Manager, CEN- 


handle a variety of finished art work 
National Service completed. Age 25- 
"Phone 


facilities. Please 


b Studio Manager for 
tral 0531 appointment, FLE 4588. 


want two good men 


A VISUALISER 


and 


A TYPOGRAPHER 


11-12 SALISBURY SQUARE, LONDON, E.C.4 


For an interview with the Art Director 


write first to 


THE SECRETARY 
JOHN HADDON & CO., LTD. 


WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


WINDOW 
DISPLAY 


Large National organisation 
requires an expert Display 
Man for  Lancashire/York- 
shire. 


We are looking for a man with 
plenty of initiative, capable of 
producing really attractive win- 
dow displays for the Hardware, 
Ironmongery and Paint Trades. 
Must be able to drive. Write 
stating age, experience and 
salary required to 


Box 3343 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING DEPARTMENT. Lead- 
ing Office, Machine Company, Hol- 
born, requires young Artist/Typo- 
grapher for monthly magazine. Make- 
up and general artwork to finished 
rough standard. Salary £6/700 range, 
according to experience. Five-day 
week. Canteen. Superannuation fund. 
Holiday this year. Write with full par- 
ticulars to 
Box 3350 Ad. Weekly 180 Fleet St EC4 


Gestetner Limited require two 
additional 


ARTISTS 


(male) in their Art Department 
for preparation of technical line 
drawings. Five day week. Can- 
teen and Welfare facilities. Tele- 
phone: TOTtenham 1050 or call 


Personnel Office, Broad Lane, 
Tottenham, London, N.1I7 


YOUNG LAYOUT ARTIST required. 
able to do finished lettering, with 
sound knowledge of typography. Good 
opportunity for the right person 
Apply, giving details, to 
Box 3331 Ad. Weekly 180 Fleet St EC4 


PRODUCTION. Young man with ex- 
perience required by City Agency 
Write to the Secretary, Roles & Parker 
Ltd., Rapier House, Turnmil! Street, 
EC! (or telephone Mr Waite, 
CHAncery 6055) 


62 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant : ** The engagement of persons answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

unless he or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952.” 


material ? 


and top executives? 


we are seeking for London. 


POINT-OF-SALE 


Do you appreciate the importance of Point-of-Sale 


Can you convince others of the value of good—and we 
mean good—point-of-sale material? 


Are you accustomed to dealing with Advertising Managers 


Are you capable of earning over £1,500 per annum? 
If you can answer “ yes " to these questions, you are the representative 


Please write, with full details of 
experience (which will be treated as confidential) to 


Box 3347 Advertiser's Weekly 180 Fleet St EC4 


RETOUCHERS required by enterprising 
studio to fill vacancies caused by ex- 
pansion of business. Artists capable 
of first-class work, either mechanical 
or figure, or both, are invited to send 
details of capabilities and past experi- 
ence to Mr. Finch, Rapier Arts Ltd., 
1 Farringdon Road, EC1, or telephone 


Chancery -6055 for appointment. 


TECHNICAL 
WRITER 


The Publicity Department of 
Metropolitan-Vickers Electrical 
Co., Ltd., require an electrical 
engineering writer-editor, especial- 
ly for instruction books. Ability 
in clear presentation essential. 
Some acquaintance with methods 
of preparing subject matter for 
printers is desirable. 


Apply for Application Form, 
quoting reference “A.5”, to:— 
Personnel Manager, 
Metropolitan-Vickers _ Electrical 
Co., Ltd., 

Trafford Park, Manchester 17. 


PRODUCTION MAN _ wanted — for 
Agency. Write in first instance, giving 
full particulars of —, age, and 

can «6 Advertising 


salary required. 
Ltd., 8 Station Road, Watford 


& 


AGENCY 
requires 


is essential. 


required to 


PROGRESSIVE 
ADVERTISING 


a really efficient man or woman to run the 
Space Department. 
knowledge of the Press (in particular the Tech- 
nical and Industrial Press) is the handling of the 
recording routine of the Department : 
memory and conscientious attention to detail 


As important as a good 


a good 


Write fully, stating age, experience and salary 


Box 3322 
Advertiser’s Weekly 180 Fleet St EC4 


EXPERIENCED LAYOUT ARTIST for 
studio. Please give details and salary 
required 


Box 3351 Ad. Weekly 180 Fleet St EC4 


GENERAL STORE ADVERTISING 
in RICHMOND, Surrey. Man or 
woman required to run complete 
advertising solo. Experience of general 
advertising essential, incorporating, 
copy writing, layout, and block organis- 
ing. Generous store discount and 
holiday respected. Apply 
Gen. Manager, Wright Bros. Ltd., 

RiChmond 360! 


CLERK /TYPIST required for interesting 
position in Media Department of West 
End Overseas Advertising Agency 
Progressive position Write, call, or 
telephone INTAM Ltd., 14 Half Moon 
Street, WI. Telephone : GROsvenor 
552 


Wanted Urgently! 
VISUALISERS 
LAYOUT ARTISTS 
TYPOGRAPHERS 


Either Sex. Aged 20-30 
£500 - £1000 p.a. 


(According to experience) 
Holiday arrangements respected 
Apply to Mr. R. L. May, 
Conroy Wykes Advertising Ltd. 
6, Duke St., Manchester Sq., 
London, W.1. Tel. WEL 1676. 


APRIL 13, 1956 


APPOINTMENTS VACANT 


TECHNICAL 
WRITER 
Advertising Department 


of leading ‘ Automation’ company 
requires young man to collate material 
for press advertising, sales literature, 
exhibitions, editorial publicity, etc. 
Essential qualifications : engineering 
background and qualification (CH. N.C, 

B.Sc. (Eng.): A.M.LE.E. : A.M.L. 
Mech.E.: or equivalent) : 
lation (or equivalent) : keen interest in 
advertising ; ability to write good 
English. Products advertised include 
industrial instrumentation, automatic 
controls for heating and air condition- 
ing and precision snap action switches. 
The successful applicant will be en- 
couraged to keep pace with a rapidly 
expanding (American) company. Write 
briefly, giving outline of previous 
career and stating salary required, to 


MT Wedeworts Rood, 


ptveetitton | 
Brown 
Perivale, i Miiddiecen. 


CLERK /SHORTHAND TYPIST  re- 


quired, preferably with experience of 
advertisement department, for London 
office, Bristol Evening Post. Age 19 
21; holiday arrangements respected 
"Phone FLE 8261 for appointment 


MANAGER for Commercial Art Studio, 


involving handling of Photographic 
and Art Work and Silk Screen. Write, 
Stating age and experience, to 

Box 3311 Ad. Weekly 180 Fleet St EC4 


First Class 


LETTERING ARTIST 


with knowledge of layout required by 
Croydon Advertising Studio. ideal 
working conditions, interesting and 
permanent position for man with 
initiative and ideas, excellent salary and 
holiday this year. 


Artvertising, Format House, 88, 
Park Lane, Croydon. Telephone : 
Croydon, 3930. For interview. 


LEADING POINT-OF-SALE company 
has vacancies for competent designers. 
Experience in three-dimensional dis- 
plays in plastic and wire will be a 
considerable advantage Full details 
in the first instance by letter, stating 
age, qualifications, experience and 
salary required, to Acro Marketing 
Ltd., 9 Warwick Court, WC1I 


A POSITION of 


ADVERTISEMENT MANAGER 


will soon become vacant with trade 
publication. The job offers great scope 
for initiative and requires personality, 
drive, organisation. It entails personal 
contact with prospects. An ambitious 
man desirous to affirm his ability to sell 
space and to run his own department 
would find the work congenial. Write 
full details and salary required to 


Box 3353 
Advertiser's Weekly 180 Fleet St EC4 


MAKE-UP/ORDER CLERK = required 
by Trade Journal publishers in A 
area. Five-day week. Salary accord- 
ing to experience 
Box 3312 Ad. Weekly 180 Fleet St EC4 


FLUENT and convincing speaker, age 25- 


40, of good appearance, capable of 
selling advertisement space, required 
by prominent Technical Jouraal Pub- 
lishers. Experience desirable but not 
essential. Salary, commission and 
go> scheme. Details to 

ox 3349 Ad. Weekly 180 Pieet St EC4 


Daily Mirror requires 
ASSISTANT 
COPYWRITER 
for its busy 
Publicity department 


Enthusiasm, lively imagination 
and ability to write fluently are 
what we are looking for. If you 
are in your twenties or early 
thirties and have these qualities, 
ring JOHN HOWELL, HOLborn 
4321, ext. 43, for an interview. 


The opportunities are excellent. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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Aprit 13, 1956 


OINTMENTS VACA 


PRODUCTION 
MAN 


If you are a qualified production 
man with Agency experience, 
not afraid of hard work, can 
handle the block ordering, 
setting and proof reading of a 
group of accounts in a growing 
agency where team work counts 


Write to 


WILLING’S 


Five day week, Pension Scheme, 
holiday this year by arrange- 
ment. 


Write or phone for appointment, 
Production Manager, W.P.S. 


356 Grays Inn Road, London, 
w.c.i 


Tel.: TER. 1212 


ASSISTANT EDITOR for 
House Journal required 
write articles with technical flavour 
essential Apply, giving full details, 
to Personnel Manager, Ruston-Bucyrus 
Ltd., Excavator Works, Lincoln 

ADVERTISEMENT REPRESENTATIVE 
required for old-established trade jour- 
nal—first in its field. Salary, commis- 
sion and expenses. Excellent position 
for the right man 
Box 3356 Ad. Weekly 180 Fleet St EC4 


Quarterly 
Ability to 


CPV Export Ltd., 
42 Park Street, W.1 


need 
Studio Manager 


Good opportunity for youngish artist 
who can organise. 


VISUALISER required by Agency hand- 
ling National consumer and technical 
accounts Must have typographical 
experience and ability to take own 
ideas to finished roughs. Salary £700- 
£800. Write to 
Box 3228 Ad. Weekly 180 Fleet St EC4 


Large national 
Organisation requires 
immediately a 


MERCHANDISING- 
COPYWRITER- 
EXECUTIVE 


The essential requirements are a 
practical experience of the production 
of all types of display material for point 
of sale distribution. it will not be 
necessary for him to produce finished 
artwork, but he must possess the 
ability to create ideas in a form from 
which Studio staff can work. A useful 
qualification will be experience of 
Merchandising through London and 
Provincial stores. 


This is a new appointment providing 
scope, good salary, holiday this year— 
for a young man in the 28-35 age group 
who possesses initiative, ideas and a 
flair for dealing with Executives in 
other Organisations. Applicants should 
write giving full details of experience, 
age and salary required to 


Box 3364 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


ERWIN WASEY & CO. LTD. 
require an experienced 


DETAIL SERVICE 


This is an opportunity to work closely with executives on 
interesting National accounts. 


Applicants must have a sound knowledge of production and 
agency routine, and be between 22 and 26 years of age. 


Write or ‘phone : TRAFFIC MANAGER, 
BROOK HOUSE, PARK LANE, W.!. 


MAN 


MAYfair 8171. 


PRODUCTION 
ASSISTANT 


required 
in West End Agency. 


of age. 
production experience. 
giving full particulars 
salary required to 


Box 3354 


Man or woman about 25 years 
Must have agency 
Write 

and 


Advertiser's Weekly 180 Fleet St EC4 


WE NEED a versatile Artist 
finished work is up to the 
advertising standards of design, 
ality and technique 
44 Glenilla Road, Hampstead, 
Primrose 2157 


whose 
highest 
origin- 
Johnwyn Studio, 
NW3. 


TOP FLIGHT 
ARTISTS REQUIRED 


Lettering 
retouching 


First Class Conditions. 


Tel. TER. 1212 (Ex. 15) 
for appointment. 


Publicity 
concern 
with holiday this year. 


office of 


quired, to 


JUNIOR SHORTHAND TYPIST re- 

quired for interesting work in London 
large engineering 
Congenial working conditions 
Please write, 
Stating age, experience, and salary re- 


Box 3363 Ad. Weekly 180 Fleet St EC4 


MAJOR INTERNATIONAL COMPANY 


have a vacancy for 


to take leading part in extensive modern 
packaging design work. Original 
conceptions allied to practical know- 
ledge of packaging problems over a wide 
range of products is essential. Starting 
salary according to ability, and further 
increases dependent upon capabilities. 
Apply :— 


Box 3352 


Advertiser's Weekly 180 Fleet St C4 


CRANE 
PUBLICITY 


requires Production Assistants— 
previous agency experience pre- 
ferred. Write, or ‘phone for 
appointment 

CRANE PUBLICITY LIMITED 
Adam House, |, Fitzroy Sq., W.!. 


EUSton 8061. 


REPRESENTATIVE for = silk 
printing. Very good prospects with 
new organisation Only experienced 
men with connections considered 
Box 3362 Ad. Weekly 180 Fleet St BC4 


SECRETARY SHORTHAND TYPIST 
for Sales Director's office of Colour 
Printers An attractive position for 
young lady of intelligence with interest 
in serving clients and representatives 
in a craft industry Five-day week 
Holidays with pay. Luncheon facilities 
on the premises. Salary around £450 
p.a. Write, Chromoworks Ltd., 416- 
424 High Road, Willesden, NW10. 


PUBLICITY DEPARTMENT of group 
of engineering firms needs Assistant. 
Experience in typing and clerical 
routine essential, preferably conversant 
with journal make-up and production. 
Pension scheme, canteen, five-day 
week. Details of experience, age, and 
salary to Publicity Manager, Associated 
British Machine Tool Makers Ltd., 17 
Grosvenor Gardens, SW1. 


screen 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


SALES MANAGER 


of a busy and successful Point- 
of-Sale company 


requires 


ASSISTANT 


to deputise for him during 
absence. Selling experience not 
required, but ability to super- 
vise current production is 
essential. This is an important 
and progressive post. Please 
write, stating age, qualifications, 
experience and salary required. 
ACRO MARKETING LTD., 
9 Warwick ] Court, \W.C.1. 


A CAPABLE PART-TIME REPRE- 


SENTATIVE is wanted (London) to 
obtain orders for cartons, labels, colour 
printing, etc., at competitive prices, as 
an interesting and profitable sideline. 
Commission and part expenses 

Box 3357 Ad. Weekly 180 Fleet St EC4 


ASSISTANT 
ADVERTISING 
MANAGER 


Independent London mail or- 
der organisation requires as- 
sistant to manager of adver- 
tising department. Work 
consists mainly of produ:tion 
of twice-yearly fashion and 
general goods catalogues, each 
edition having between 150 and 
350 pages, most of them fully 
illustrated in four colours. 
Young persons with appro- 
priate experience should in 
first instance write to Free- 
mans (London, S.W.9) Ltd. 
giving full details of themselves, 
including age, experience and 
present salary. 


YOUNG 
PRODUCTION MAN 
WANTED 


We offer a rare opportunity to a young and energetic 
Production Man who is really competent in handling the 
production side of all forms of letterpress publicity. 

A thorough working knowledge of typography is essential. 
For this responsible post, please write, in confidence, stating 
full particulars of experience and salary required to :— 


The Secretary, 


RENSON ADVERTISING LTD., 
16 Albemarle St., Piccadilly, London, W.1. 


Specialising exclusively in technical and industrial accounts. 


Phone 


your classifieds 


to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


Immediate Opportunity 
ACCOUNT-CONTACT 
EXECUTIVE 


required by London Advertising 
Agency (I.P.A.) to service a number 
of interesting, rapidly developing 
accounts. Must have had good Agency 
experience—man with ideas and 
some copy-writing ability preferred 
around 35 years old or so with enough 
ambition to desire an executive 
Directorship after having proved 
his ability. Remember Agency ex- 
perience absolutely essential. 

(Staff of this Agency are acquainted 
with this advt.) 

Write in confidence stating full 
details of experience, starting salary 
required and when free, to :— 


Box 3355 
Advertiser's Weekly 180 Fleet St EC4 


INDUSTRIAL COMPANY in Man- 


chester require man with Agency 
experience to run Advertising and 
Publicity Section. Reply, stating age, 
details of education and career, to 
Box 3348 Ad. Weekly 180 Fleet St EC4 


64 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Situations Vacant 


1 The engagement of 
be made through a Local 


these advertisements must 


persons aaswering 
Office of the Ministry of Labour or 2 Scheduled Employment 
if the applicant is 2 man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 
he or she, or the employment, is excepted 
Notification of Vacancies 


from the provisions of the 
Order 1952.” 


APPOINTMENTS VACANT 


Aprit 13, 1956 


COPYWRITER 


with a flair for simple forceful 
expression of original ideas and 
ability to develop the ideas of 
others is invited to contact an 
old established company of 
international repute with offices 
near Victoria. Write brief 
details to 


Box 3315 
Advertiser's Weekly 180 Fleet St €C4 


PROCESS ENGRAVERS require man to 
take charge dispatch dept. Shift, noon 
to 8 p.m. Art Reproduction. City 
7177 


CLERK WANTED for the Voucher De- 
partment of West End Agency, with 
knowledge of typing. Luncheon 
vouchers given. Lambe & Robinson 
Lid., 169 Regent Street, W1. 


AN OLD-ESTABLISHED 


IN THE 
NORTH-WEST OF ENGLAND 


REQUIRES 


A 
PRODUCTION MAN 


Age 22-27; with Agency experience, including proof- 
checking and a sound knowledge of Types and Blocks. Write 
for an appointment, stating age, experience and salary 
required. Mark envelope ‘‘Production."’ 


a 
LAY-OUT MAN 


Age 25-30 ; previous creative experience in Agency or large 
Store advertising essential ; all-round knowledge of Agency 
Work and ability to make presentable roughs an advantage. 
Write for an appointment, stating age, experience, salary 
required and enclose sample of work. Mark envelope 


“*Lay-out.”’ 


AN 


ASSISTANT TO DIRECTOR 


Keen Young Man (about 30) with initiative and ability to 
shoulder responsibility in absence of Director; previous 
Agency experience essential (particularly in Departmental 
Store Advertising), and a knowledge of Types and Blocks. 
Write for an appointment, stating age, experience and salary 
expected. Mark envelope ‘‘Assistant.”’ 

Present Staff aware of this advertisement 


Holidays this year 


Box 3318 
Advertiser’s Weekly 180 Fleet St EC4 


ADVERTISING AGENCY 


Vacancy for 
““VARIETY ARTISTS”’ 


Don't worry. We're not looking 
for comedians or conjurers. 
Though if you can pull something 
out of the hat occasionally so 
much the better. 


It is your kind of artist we're 
seeking. And if you are a good 
all-rounder we can supply the 
variety. 

We also need a first-class lettering 
and layout man. Life is pleasant 
with us. Brand new building. 
Nice people. And we'll pay you 
every penny you're worth. 
Stokes & De Mille Studio Limited 
18-20, St. Andrew Street, London, 

E.C.4. 


A PRODUCTION ASSISTANT with 


Agency experience is required by lead- 
ing London Agency Preference will 
be given to applicants in the mid- 
twenties Good working conditions 
and prospects. Five-day week. Staff 
restaurant. Sports activities. Super- 
annuation scheme. Apply. giving age, 
experience, and salary required, to 

Box 3327 Ad. Weekly 180 Fleet St EC4 


MAYFAIR ADVERTISING AGENCY 


requires efficient Invoice Typist, pre- 
ferably with previous Agency experi- 
ence, figure work. Salary £8 

Box 3361 Ad. Weekly 180 Fleet St EC4 


Art 


BuyYeER 
WANTED 


A first-class opportunity for a 
young ambitious man _ with 
enough years’ experience be- 
hind a drawing board to have 
learnt what is good commercial 
art—and where it can be 
bought. 

He will need to control a small 
inside Art Department, as well 
as to buy every class of finished 
art from outside sources. He 
must have the tenacity to see 
that he gets what he wants and 
on time. Agency experience 
—though not an_ essential 
qualification—would be an ad- 
vantage. 

The successful applicant can 
be assured of every co-opera- 
tion, a good salary, excellent 
prospects and working con- 
ditions. 

Mark your application 

“ ART BUYER” and write to:- 


ALFRED 
SPATES «mse 


130 FLEET ST. E.C.4 
FLEET STREET 8831 


£1,800 


FOR 


VISUALISER— 
LAYOUT MAN 


@ One of the largest South 
African Agencies needs a 
really first-rate visualiser- 
layout man for its Cape Town 
office, and is prepared to 
offer a first-rate salary, a 
fine opportunity and the 
pleasantest of working con- 
ditions to the right man. 


@ In Cape Town the climate 
is ideal, taxation is very 
moderate, and standards of 
living excellent. 


@ Naturally, the require- 
ments are in line with the 
opportunity : the man we 
want must be a top-flight 
visualiser—no dreamer or 
art-for-art’s sake type—but 
an advertising man first and 
foremost. 


@ He must be a quick and 
methodical worker, who 
knows type, art techniques, 
and print, and believes that 
their function in our business 
is to sell. 


@ He must be able to draw 
—to do clear, graphic visuals 
and carry them through to 
effective client comprehen- 
sives. 


@ He must be a man who is 
worth at least £1,800 per 
annum and looks to earn 
more in the future. 


@ If this sort of thinking 
makes you feel ‘‘ Here is a 
really wonderful opening,” 
write us a preliminary letter 
now (in full confidence, of 
course) to 


Box 3321 
Advertiser's Weekly 180 Fleet St EC4 


Phone your. classifieds 


to WAT 3388 (Ex. 25) 
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Aprit 13, 1956 


APPOINTMENTS VACANT 


RETOUCHING 
ARTISTS 


required by 
STUDIO IRWIN 


Experience in colour work an advantage. 
Fine opportunities for the right men. 
Write or telephone Art Director or 
appointment. 
Studio Irwin Led., 
118, Chancery Lane, London, W.C.2. 
Tel: Chancery 4/41. 


APPOINTMENTS WANTED 


THE ELEPHANT 
TRAINERS 


Advertised a month ago appear to 
be more in demand than their 
advertiser. Surely there is not one 
but many agencies looking for such 
a man to fill an executive post? He 
is a graduate, 25, with some experience 
of advertising combined with linguistic 
ability and an enormous reserve of 
enthusiasm. 
Write 


Box 3323 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT Advertising Manager, age 
24, requires post in advertising dept. 
or agency in Slough district. Position 
must have good prospects. Willing to 


travel. 
Box 3308 Ad. Weekly 180 Fleet St EC4 


YOUNG MAN (8), 
sive advertising experience (six in 
London, three in Montreal) arrives 
England May 14th, seeks position 
offering = sibility and good pros- 
pects efers to hear from Agencies 
with ae for Assistant Account 
Executive or Advertiser requiring 
Assistant Advertising Manager. D.A.A. 
and I1.P.A. 952 


(intermediate) in 1952. 
Write 
Box 3310 Ad. Weekly 180 Fleet St EC4 
The 
EASTERN REGION 


DEVELOPMENT 
CORPORATION 


Enugu, Eastern Nigeria, wishes to 
contact a reputable advertising 
agency which would be prepared to 
accept a young Nigerian man as an 
unpaid student of advertising routine 
and procedure for a period of two 
years. It is desired that he should 
also take a part-time course in com- 
mercial art and should study for the 
diploma examination of the Adver- 
tising Association. The person in 
question is an educated man of 
excellent character with some ad- 
vertising knowledge and experience 
and with a distinct aptitude for art. 
Accommodation, expenses and fees 
will be met by the Corporation. 
Will any interested agency please 
write by air mail to T. Kaow 
Advertising Manager, E.R.D.C., 
Enugu, E. Nigeria. 


nine years’ exten- 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


Art Director —Design Consultant 


actively seeking new appointment in 
advertising or industry would welcome 
inquiries from principals of prominent 
companies. 


Box 3340 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MAN from Provinces 
wishes to improve his position (his 
pocket later) in London Agency. 

Box 3334 Ad. Weekly 180 Fleet St EC4 

TYPOGRAPHER/LAYOUT Artist (age 
35), grafter, adaptable, secks change. 
Box 3335 Ad. Weekly 180 Fleet St EC4 

PHOTOGRAPHER (45), all branches. 
15 years press, charge works, paper. 
Suburban, provincial. 

Box 3336 Ad. Weekly 180 Fleet St EC4 


| WINDOW DISPLAY, pelmets, publicity. 


| 


Blackpool and Preston district. 
Goldsboro Avenue, Blackpool. 
ASSISTANT ADVERTISING MANA- 
GER (33) with creative ability secks 
managerial position. Experienced in 
technical advertising, designing and 
supervision of printed matter, exhibi- 
tions, sales literature, etc. Agency 
experience, engineering background and 
qualifications. Salary about £1,200 p.a. 
Box 3343 Ad. Weekly 180 Fleet St BCs 


24 


MAINLY EXPORT 


Top level Salesman in charge 
of advertising for well-known 
Trade & Consumer Magazines 
(earning between £4000-£5000 
per annum on commission alone) 
will shortly be available for 
another assignment. 


Used to very hard work in 
United Kingdom and on the 
Continent. 


Box 3359 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING MANAGER, 
twenties, seeks responsible, repeat 
responsible, position. Wide knowledge 
and experience of most aspects of 
advertising, including direct mail, de- 
sign and layout, brochures and leaflets, 
copywriting, etc Assistant account 
executive post considered. 

Box 3339 Ad. Weekly 180 Fleet St EC4 

MEDICAL COPYWRITER, first-rate 
qualifications and experience, seeks 
better post. 

Box 3346 Ad. Weekly 180 Fleet St BC4 

VERSATILE young Layout and Figure 
Artist seeks interesting Agency posi- 
tion. £500. 

Box 3341 Ad. Weekly 180 Fleet St BC4 

** HAND-PICKED ” SECRETARIES 
available.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 

GENTLEMAN, experienced MSS/Proof- 
reading, spaceselling, blurbwriting, ad- 
vertising, shorthand, typing, seeks pub- 
lishing work. 

Box 3307 Ad. Weekly 180 Ficet St EC4 


MARKET RESEARCH EXECUTIVE 


Honours graduate with wide experience 
and proved ability in a responsible 
position with leading company, seeks 
managerial or senior post in Research. 
Must have opportunity and prospects 
for the future. Write 
Box 3360 
Advertiser's Weekly 180 Fleet St £C4 


early 


WOMAN with thorough all-round know- 
ledge of Advertising from 12 years 
with London Agencies wishes change 
of employment, and would like to 
hear of opportunity to join Agency 
as Space Buyer, Personal Assistant or 
Secretary. 

Box 3342 Ad. Weekly 180 Fleet St BC4 


Bs OUSMESS OPPORTUNITIES 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality ~~ —hreaitiees and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


PRINTING — Brochures, Catalogues, 
Magazines, Works Newspapers—com- 
plete production, design, blocks and 
despatch. Addressing, franking and 

ting services. Competitive prices. 
nquiries, Dumfries and Galloway 
News, 86 High Street, Dumfries (468). 


CATALOGUE COVERS 


Makers of several styles in Loose Leaf can 
give prompt attention to your require- 
ments. Foil blocked, embossed, screened 
and letterpressed cover matter, or 


customer's printed materials made up 
MILAWES LOOSE LEAF Co. 
Regent Street, Brighton, 
Tel.: 24521. 


ARE YOU LOOKING for a new angle 


to sell lipstick, to illustrate perfume, 
to market shampoos? You will see 
what is being done on the Continent 
and in the USA through ‘“‘Advertise- 
ment Parade,”’ which offers each 
month 1,000 new advertisements from 
those countries. (UK covered, too.) 
Ask for your copy today, cost &s. 
“Advertisement Parade,”’ 62 Oxford 
Street, WI. MUSeum 9072. 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD. 

Fine Colour Printers, Bou 
Telephone Boscombe 36835. 

rang Office 4a Bloomsbury 


A VALUABLE 


CONTENTS of Silk Screen Department 


Phone: HOLbora 833 


ASSET to all Printers, 
Block and Print Buyers. ‘‘Adkins”’ 
Screen Finder, complete with case, 10s. 


post free, cash with order. Bertram 
Adkins, 72 Thicket Road, Sutton, 
Surrey. 


for sale. Inspection and offers invited. 
Box 3338 Ad. Weekly 180 Fleet Si BC4 


Mm FREE LANCE SERVICES 


TWO ARTISTS, 


experienced in furni- 
ture, still life and shoes, require free 
lance contacts 

Box 3365 Ad. Weekly 180 Fleet St BC4 


LETTERING AND SCRA 


PERBO 
service offered 7 first-class studio. 
Write for specime 
Box 3306 Ad. Weekly 180 Fleet St BC4 


GREETING CARD 
ARTISTS AND DESIGNERS 


Greeting card manufacturers 
wish to contact artists able 
to design attractive cards — 
Christmas, Birthday and 
Special Occasion—suitable for 
general market. Novelty of 
design and/or fold of card 
particularly interesting. Roughs 
or artwork should be sent for 
consideration to 


A. MASON & CO. LTD. 
207 ST. JAMES’S ROAD 
CROYDON - SURREY 


DESK SPACE -. Artist, 


ALWAYS BUYING at 


LAYOUT ARTIST (Ex. Fig.) specialises 
in booklets, folders, etc. 
Box 3063 Ad. Weekly 180 Fleet St EC4 


FREE LANCE COPYWRITING. Enthu- 


siastic, inspiring, psychologically sound 
stuff; proved strong sales pulling. 
Exclusive to trades by arrangement 
Basic ideas for schemes. Long Agency 
experience. Full-time job unwanted 
Box 3337 Ad. Weekly 180 Fleet St EC4 


TECHNICAL SPECIALIST designs and 


writes booklets, brochures, manuals, 
folders, charts, etc. Complete and 
perfect production. Original ideas 
submitted. 


Box 3358 Ad. Weekly 180 Fleet St EC4 


ACCOMMODATION 


| OPPORTUNITY FOR FREELANCE. 


Pleasant, convenient accommodation 
offered to layout and lettering artist 
and/or copywriter, in large, light room 
in W.1 Agency. Share with artist 
doing finished —. Some work pro- 


vided. Ss . reception, etc., 
inclusive weekly. ‘Phone WEL 
8769. 

ONE large well-lit room, 


Furnished or Unfurnished as required, 
in Fleet Street, E.C.4. Replies to 
Box 3295 Ad. Weekly 180 Fleet St EC4 


Designer or 
Very light 


Copywriter. 5 
FLE 0760 


Some work. 308, p.w. 


MISCELLANEOUS 


PIN-UPS AND STOCK HEADS for 


Advertising Agents, etc. For particu- 
lars of studio facilities and more than 


models, including coloured 
people, contact Philip Got Photo- 
arch St., 


graphers, 24, Kensington 
W.8. WEStern 4130. 


PLASTOIC BINDING. Prompt service 


now offered including folding, 
Trade enquiries welcomed 
Griffith & Sons, Ltd., 154, Clerkenwell 
Road, E.C.1. TERminus 7363. 


etc. 
P. 


CASH PAID FOR SCRAP STEREOS 


—Zincos etc. (delivered or collected). 
Iiford Metals, Ltd. VALentine 9677. 


top prices: 
Brass, copper half-tones, stereos, 
mono, founders, zincos and all print- 
ing metals. Prompt service and settie- 
ment. Belgrave yers Ltd. (A.W.), 
5, Belgrave Gardens, London, N.W.8. 
MAlIda Vale 7513. 


SPECIAL ANNOUNCEMENTS 


See this week's issue of 
ADVERTISER'S WEEKLY, pages 


50 and 51, for the Services 
& Supplies Feature. 

April 20 will be the 
next issue containing this 
Feature. 


See this week’s issue of 
ADVERTISER'S WEEKLY, pages 
40 and 41, for the Monthly 
Register of Trade and Special- 
ist Publications Section. 


May 11 will be the next 
issue containing this register. 


Phone your classifieds to WAT 3388 ( Ex. 25) 
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ADVERTISER’S WEEKLY 


Advertiser's 
Weekly 


Aprit 13, 1956 


S. a copy 
] a year 

Post free 
55/- (overseas) 


EDUCATIONAL SUPPLEMENT 


to reach the authorities, 
the colleges and schools 


PUBLISHED EVERY FRIDAY 


PRESS DATE: 7 DAYS PRECEDING 


| years, for most of which time she 


~ Printed by St. 


Clements Press Limiied, Portugal Street, 
registered cflices: 


Kingsway, 


Advertisement, Editorial and Sales office: Mercury House, 


London, W.C.2, 


180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
109-119 Waterloo Road, 


STOP PRESS 


Sinclair Wood is 
IPA secretary 


At first meeting of new coun- 
cil of IPA on Wednesday Sinclair 
Wood elected honorary secretary, in 
place of Ronald B. Browne. R. C. 
Sykes re-elected honorary treasurer. 
At annual meeting earlier, results of 
postal ballot for election to council 
announced. New council is: 

Representing Incorporated Prac- 
titioners in Advertising: E. Ward 
Burton, W. K. Crampton Chalk, 
T. F. Clarke, John Cuff, V. P. 
Doyle, J. E. Harrison, W. A. Mes- 
senger, F. F. Ogilvy, G. S. Royds, 
Douglas M. Saunders. Fellows and 


R. S. Caplin, R. O. Morris, G. W. 
Tringham. Registered Practitioners : 
John Fergus re-elected unopposed. 
Associate Members: Cyrus A. S. 
Ducker re-elected unopposed. 
Chairman of standing committees 
for 1956-57 are: president’s com- 
mittee and trade relations com- 
mittee: Lt.-Col. Alan M. Wilkinson. 
Finance committee: R. C. Sykes. 
Professional purposes committee : 
Sinclair Wood. Development com- 
mittee: Hubert A. Oughton. Re- 
search committee: D. A. Bain. 
Education committee: W. A. Mes- 
senger. 


With effect from June 1, business 
postal rates for printed papers and 
samples is increased from 14d. for 
2 ozs. to 2d. for 4 ozs. 

of 4d. more for less than 2-0zs. 


| packets amd a decrease of 4d. for 


packets in the 2 ozs. to 4 ozs. range. 
Newspaper postal rate is to be 2d. 
for first 6 ozs. and id. per addi- 
tional 6 ozs. against present rates for 
GPO-registered newspapers of 14d. 
for first 4 ozs. and 4d. for each 
additional 4 ozs. These changes 
were announced in the Commons 
on Wednesday afternoon. 


Everetts Advertising Lid. after Be 
She is 


has been a ae buyer. 


June, July and August. Will apply 
to Midlands and Northern stations, 
based on new seven-segment rate 
structure. 

ITA reported to have reduced 
annual contract fee for Scottish 
contract from £330,000 to £220,000. 
Revised application date is about 
mid-April, and Television Develop- 
ments (Scotland) Ltd. understood to 
be “interested” in applying, making 
total of four applicants. 


for the proprietors, Business Publications Limited, 


London, S.E.1 (Waterloo 3388). 
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